Blatnik Report... 


Urges FDA Rule 
Over Toothpaste, 


Tranquilizer Ads 


House Unit Charges FTC 
Fails to Stop Misleading 
Ads in Two More Areas 


WASHINGTON, Aug. 15—The con- 
gressional committee which has 
been studying Federal Trade Com- 
mission’s performance in regulat- 
ing false advertising completed its 
work this weekend with two re- 
ports charging that the commission 
has failed to discharge its statutory 
responsibility to stop misleading 
advertising of dentifrices and 
tranquilizers. 

Previously the committee had 
blasted the commission for delays 
in dealing with controversial ad- 
vertising for filter tip cigarets and 
weight reducers. 

As a step toward more effective 
supervision, the reports, signed by 
the House committee on govern- 
ment operations, urged FTC to 
move toward promulgation of ad- 
vertising codes for both dentifrices 
and ethical drugs. Its earlier re- 
ports had called for more vigorous 
enforcement of the existing adver- 
tising code for the tobacco industry 
and for prosecution of drug mar- 
keters using misleading ads for 
weight reducers. 

This weekend’s two reports 
commented only on FTC’s record 
in the dentifrice and tranquilizer 
field. They did not use strong 

(Continued on Page 77) 


Net TV Spending Climbed 12.9% in 
First 6 Months of ‘58, TvB Reports 


Tide, P&G Lead Brands, 
Advertisers in Second 
Quarter; Auto Use Dips 


New York, Aug. 14—A 12.9% 
increase in total gross time ex- 
penditures for national network tv 
advertising in the first six months 
of 1958 was reported here this 
week by the Television Bureau of 
Advertising. TvB revealed a total 
expenditure of $283,071,449 in net- 
work gross time billings, compared 
to $250,657,209 in the comparable 
1957 period. At least 10% of the 
increase, however, is considered 
due to rate increases, ranging from 
7% to 13.5%. 

Included with the six-month re- 
port was a second quarter listing 
of the top 25 network tv advertisers 
by companies and brands. As usual 
Procter & Gamble remained the 
leader of the pack in both cate- 
gories. 

P&G’s estimated gross time costs 
were $13,057,882, compared to the 
$5,763,975 of the runner-up, Gen- 
eral Motors. 

Two motor companies put on 
their budgetary brakes in the sec- 
ond quarter. Chrysler Corp. 
dropped from third to sixth place, 
while Ford Motor Co. slid from No. 
9 to No. 13. A newcomer to this 
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General Foods Shifts | 
3 Agencies’ Brands, 


Will Name New Shop| 


New York, Aug. 


jor changes in product assignments | 
among three of its agencies and 
said it would appoint a new agen- 
cy within the next few weeks. The 
new agency has not been selected. 

There was no immediate indica- 
tion as to which agencies the com- 
pany is considering. William Esty 
Co.; Sullivan, Stauffer, Colwell & 
Bayles; Lennen & Newell and 
Ogilvy, Benson & Mather were 
widely mentioned as likely candi- 
dates, but each denied any recent 
contact with General Foods on a 
new assignment. 

One difficulty would be to find 
an agency with no product con- 
flicts, a tough job in view of GF’s 
wide line. 


es Young & Rubicam will introduce 
nationally later this year two new 
products—Tang, an instant orange 
breakfast drink, and Dream Whip, 
a new topping. Both have been 
market tested, and Tang is cur- 
rently being introduced in New 
York. Newspaper advertising is 
expected to break within a couple 
of weeks. 

After Jan. 1, 1959, Y&R will turn 
over to Foote, Cone & Belding the 
following products: Calumet bak- 
ing powder, Deserta, Minute po- 
tatoes and the Walter Baker line 
of chocolate products. 

Y&R will retain the Jell-O and 
Birds Eye divisions, Sanka, Postum 
and Swans Down brands and 18 
other GF products it now handles. 


s Benton & Bowles will receive 
(Continued on Page 73) 


year’s lists was Standard Brands, 
which replaced Philip Morris Inc. 


= In the top 25 products adver- 
tised in the medium, Ford cars 


(Continued on Page 73) 


Spot Radio Revenue 
Is Up 7.8% in First 
6 Months, SRA Says 


New York, Aug. 14—National 
spot advertising revenue of U.S. 
radio stations increased 7.8% in 
the first six months of 1958, ac- 
cording to figures released by Sta- 
tion Representatives Assn. 

The estimates showed a $93,- 
574,000 six-months total, up from 
$86,770,000 for the comparable 
period of 1957. The SRA figures, 
audited by Price Waterhouse & Co., 
in the past have been accurate to 
within 0.5% of the actual figures 
released months later by the Fed- 
eral Communications Commission, 
Lawrence Webb, managing direc- 
tor of the association, pointed out. 

The 1958 total represents the 
highest first six months ever re- 
corded in national spot radio, and 
there are indications that the final 
six months of 1958 will exceed it, 
he said. # 


15—General | [a 
Foods Corp. today announced ma- | @ 


“Helier working funds ite 
speeded our growth-helped us to financtal independence” 


increased our prof 


Watter t Netter 6 Cempaay 


TESTIMONIAL—Research showing a 
“surprising lack of knowledge of 
commercial financing by top exec- 
utives” resulted in a new ad ap- 
proach for Walter E. Heller & Co. 
The second ad, here, appears in 
Business Week for Aug. 30 and in 
Dun’s Review & Modern Industry 
and Fortune in September. Gour- 
fain-Loeff, Chicago, is the agency. 


Marglen Asks 
Court to Enjoin 
Revlon ‘Copying 


Revion Formed Borghese 
Unit to Market Replicas 
of Its Wares, Suit Says 


New York, Aug. 14—Juliette 
Marglen Inc., cosmetics subsidiary 
of Faberge Inc., today accused 
Revion Inc. of marketing imita- 
tions of Marglen products. 

In a suit filed in federal district 
court here, Marglen charged that 
Revlon, Charles Revson and Prin- 
cess Marcella Borghese Inc. con- 
spired unlawfully to eliminate 
Marglen as a competitor in the cos- 
metics industry. 

The suit said Mr. Revson, presi- 
dent of Revlon, learned the busi- 
ness plans of Marglen while nego- 
tiating the purchase of Faberge in 

(Continued on Page 73) 
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Weeks Cracks Down on 
Outdoor, Patent Ads 


Proposed Highway Ad 

Rules Would Ban Brand 
Names, Confine Content 
WASHINGTON, Aug. 14—Com- 


merce Secretary Sinclair Weeks 
revealed this week that he is 


about to release a set of proposals | 


which would keep brand name 
advertising off much of the na- 
tion’s new interstate highway sys- 
tem. 

His proposals for controlling ad- 
vertising along the new highways, 
outlined to the Senate public 
works committee this week, per- 
mit advertising only by businesses 
located within 12 miles of the 
highway. 

Much of the advertising would 
be clustered at special informa- 
tion centers where it could be 
seen only by motorists who pulled 
off the road. And all the adver- 
tising—whether at information 
centers or on the occasional signs 
allowed along the right-of-way— 
would be standardized so that the 
text could reveal little more than 
the name of the business, plus an 
indication of the products which 
it handles. 


® His testimony this week was 
the first official hint of the rules 
that the Department of Commerce 
has developed during the four 
months since Congress passed 
billboard control legislation. The 
Secretary said the actual text of 
the proposed rules will be circu- 
lated among members of the Sen- 
ate public works committee this 
weekend. He estimated that the 
proposal will be officially released 
in another week and that the pub- 
lic will have 30 days in which to 
react before a final version is 
adopted. 

Under committee questioning, 
the Secretary denied that his rules 
go beyond congressional intent 
and seek to “prohibit” rather than 
“control.” The Secretary empha- 
sized he was merely drafting a 
national “standard” which will be 

(Continued on Page 76) 


Last Minute News Flashes | 


Colgate Tests Genie; Cuts Cashmere Bouquet Field 


New York, Aug. 15—Genie, an all-purpose household cleaner, has | 


been introduced in a San Francisco market test by Colgate-Palmolive 
Co., using radio and television spots and newspapers. Street & Finney is 


the agency. Elsewhere in the company this week, presentations were | 
heard from Norman, Craig & Kummel and D’Arcy Advertising Co., the | 


only agencies invited, for the Cashmere Bouquet account. NC&K is 


reported to have the inside track. 


Advertising Publications Buys ‘Advertising Agency’ 

New York, Aug. 15—Advertising Publications Inc., publisher of 
ADVERTISING AGE, Industrial Marketing and Advertising Requirements, 
announced late this afternoon that it has purchased Advertising Agency 
Magazine from Moore Publishing Co., effective after publication of 
Advertising Agency’s Aug. 29 issue. Moore also has reported that it is 
selling American Printer & Lithographer, but the name of the pur- 


chaser has not been revealed. 


Clark Oil & Refining Appoints Tatham-Laird 
MILWAUKEE, Aug. 15—Clark Oil & Refining Co. has named Tatham- 

Laird Inc., Chieago, to handle its account, effective Sept. 1, replacing 

Mathisson & Associates, Milwaukee. The account bills in excess of 


$1,000,000, most of it in radio. Clark markets its products primarily | 


in Illinois, Wisconsin, Missouri, Minnesota, Iowa and Michigan. 
(Additional News Flashes on Page 77) 


Commerce Ruling Bars 
Patent Men Who Use Ads 
from Patent Office Practice 


WASHINGTON, Aug. 13—Secretary 
of Commerce Sinclair Weeks to- 
day approved a new Patent Office 
rule designed to put a stop to ad- 
vertising by patent agents. 

Unless upset by a court, the rule 
becomes effective Jan. 1, barring 
the use of Patent Office facilities 
by any patent agent who uses ad- 
vertising to solicit clients. 

While most government agencies 
prohibit advertising by attorneys 
who handle administrative cases 
under their jurisdictions, the Pat- 
ent Office had been a historic ex- 
ception, and a strong battle has 
been waged by publishers and pat- 
ent agents, who say advertising 
serves a worth while purpose in the 
patent field. 

Many patent organizations ini- 
tially were formed by non-lawyers 
—particularly by engineers. They 
had no misgivings about advertis- 
ing; the advertising tradition goes 
back at least 150 years in this field. 
More recently the proportion of 
lawyers in the field has increased, 
so that the majority now are mem- 
bers of bar associations, and there 
have been repeated efforts to put 
through a “no advertising” rule. 

About 10 years ago a “no adver- 
tising” rule was adopted for trade- 

(Continued on Page 76) 


Cloud of Filter 
Claims Obscures 
Battle of Brands 


After ‘57 Hassle with 
‘Digest,,/ BBDO Has New 
Cigaret Tiff with ‘Time’ 


New York, Aug. 14—Filter cig- 
aret advertising made the news 


_|again this week, with a new twist. 


Tuesday’s editions of New York 
dailies carried a tabloid-size ad 
for American Tobacco Co.’s Hit 
Parade’  cigarets which _ said, 
“Thank you, Time Magazine, for 
setting the record straight on Hit 
Parade’s superior filtration in your 
Aug. 11 issue... .” 

The reference was to an article, 
\“The Filter War,” published by 
| Time in its Aug. 11 issue, which 
carried the following footnote: “At 
least two US. filter brands—Kent 
and Hit Parade—carry less than 
18 mg of tar, while King Sano has 
18.5 mg, and Parliament 19.6 mg, 
says Foster D. Snell Inc., an inde- 
pendent testing and research 
firm.” 

Time received inquiries about 
the ad. It protested orally by 
phone to Batten, Barton, Durstine 
& Osborn, agency for the brand, 
that the name of the magazine 
should not have been used with- 
out ._permission and that no per- 
mission was or could be given ag 


(Continued on Page 73) 
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Belgian Ad, Sales 


Promotion Total 


Is Up 35%, to $96,000,000, Since ‘54 


Lever Is Estimated to 
Be Leading Advertiser; 


Lintas Is Top Agency 


By Mark Random 
Brusses, Aug. 12—Belgians will | 
have been considerably outnum- 
bered this year in Belgium. / 
The national population now) 
stands at about 9,000,000, while 
the Brussels International Expo- 
sition expects to draw more than 
35,000,000 visitors (AA, Aug. 11). 
A resourceful nation, Belgium 


Unite to Fight 
Government Anti-Ad 
Moves, AFA Urges 


New Yor«, Aug. 13—An appeal 
to all segments of the advertising 
business for united action against 
governmental attacks on advertis- 
ing was issued today by the Ad- 
vertising Federation of America. 


e The federation warned that co-| 
operative advertising is threatened | 
by two proposals of the Internal 
Revenue Service. A proposed rul- 
ing, the federation says, affects 
co-op advertising programs con- 
ducted by manufacturers of con- 
sumer goods subject to excise 
taxes, disallowing certain costs of 
the manufacturer’s co-op adver- 
tising program as “price adjust- 
ments.” 


e Recent Internal Revenue Serv- 
ice action against institutional 
advertising as an allowable ex- 
pense for tax purposes also comes 
under fire from AFA. 


e The AFA report says the Ken- 
nedy-Ives labor bill contains a} 
“sleeper” that “seeks discrimina- 
tory restrictions and regulations 
on all management relations with 
employes.” It would require em- 
ployers, the report says, to file a 
detailed annual report of expendi- 
tures made to “influence or affect 
employes in the exercise of the 
rights guaranteed by Section 7 of 
the National Labor Relations Act” 
when such expenditures exceed 
$5,000 a year. 

The federation sees in these and 
similar governmental threats, the 
report says, “a spiraling trend to 
inflict discriminatory controls on 
the advertising industry.” 

AFA believes “that these attacks 
can be beaten only by a united, 
organized effort on behalf of all 
advertising interests—not a pas- 
sive effort, but vigorous educa- 
tional action aimed to produce 
lasting results.” # 


Motorola Appoints Two 

C. Frederick Parsons, formerly 
sales manager in charge of all fac- | 
tory branches of Radio Corp. of | 
America, has joined Motorola Inc.., | 
Chicago, as merchandising man-| 
ager of the consumer products di- | 
vision. At the same time, David | 


H. Kutner, who joined Motorola |} 


in 1954 as director of advertising | 
and sales promotion, and was lat-| 
er named merchandising mana- 
ger, was named to the new post) 
of distribution manager. 


Wholesalers May Produce Film | 
The National Assn. of Whole- 
salers, Washington, has completed 
the script for a film it may pro- 
duce. The film, designed to ac- 
quaint the public with the whole- 
saler’s role in the economy, will 
be called “The Devil to Pay,” and 
negotiations are under way to get 
Buster Keaton to play the lead. 
The film will be sold to whole- 
saler members at $100 a print for 
showing on tv and to groups. 


a Se 
Pica aM 


ar re ‘i 
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is expected to take this heavy in-| 


cursion in its stride. 
Belgium is one of the most 
densely populated countries in the 


| world—land area is only 11,583 
|sq. mi.—and is an important in- 
dustrial power despite the lack of | 


natural resources. 


Belgium earns its living as a/| 
/converter. It imports a large vol- 


ume of raw materials to feed its 
manufacturing industries, then 
exports between 30% and 40% of 
its total output. 

It has, 
no iron ore but it is a major ex- 
porter of steel supplies. It has no 


|national make of automobile, but 


its assembly plants for British, 

American, French and German 

manufacturers enable it to rank 
(Continued on Page 48) 


Speed Got Credit 
for Westinghouse 
in Nautilus Ad 


Mats Mailed to Dailies 
50 Hours after News 
of Pole-Plumbing Feat 


PirtspurcH, Aug. 13—The an- 
nouncement that the Nautilus had 


completed a history-making trip | 


under the North Pole touched off 
a quick and dramatic institutional 
advertising followup by Westing- 
house Electric Corp., which built 
the sub’s atomic engine. 

Only about 50 hours after the 
President gave the story to the 
world, on Friday, Aug. 8, Ketch- 
um, MacLeod & Grove started to 
air mail plastic mats for page ads 
in 87 newspapers in 57 cities 
across the nation. 

Illustrated with a picture of 
the Nautilus plowing through the 
sea under atomic power, the ads 
were aimed at identifying West- 
inghouse as closely as possible 
with the news break in the minds 
of as many people as possible. 

Most of the dailies receiving the 
ad published it in all editions yes- 
terday; the remainder are pub- 
lishing it today. 


= The speed with which such a 
“quickie” campaign of such broad 
scope was put together was ex- 
ceptional. 

The idea for it originated last 
Saturday morning, immediately 
after the President made his an- 
nouncement, in the minds of Roger 

(Continued on Page 30) 


vwen and women of Westinghouse, who designed and 

ilt the atomic reactor* which propels the submarine 

Nautilus, aay "Hate Off" to Commander W, R. Anderson of the 

Nautilus and bis brave crew for their history-rosking trip under 
the North Pole 

Westinghouse is proud to have had a band in this great 

accomplishment. 


| The Westinghouse atomic reactos. operating on @ email! 
quantaty of uranium, enabled the Nautilus to make this 8,000 
wile wip under water and without refueling. Thie raade it pomible 
to pioneer a new trail under the polar ice cap, thousands of miles 
shorter than eome of iodsy s heavily-traveled routes. 

This ie certainty 2 font which ranks with those of the great: 
bet explovers of ai) nine. i 


SUPER SUB—Aiming to add prestige 

to its corporate image. Westing- 

house rushed this Nautilus ad into 
dailies. 


ier 


for example, virtually | 


| 
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Keeps better in a KRESSLINE: cai tender 
money or lettuce, but keep it in a Kressline 
Album. Safe as Fort Knox, Album accommodates 
bulk without acquiring a bulge. There are fitting 
and proper places for everything that matters 
to a man, even a latchkey. Hardy and handsome, 
these leather wallets thrive eye Fine 
English Morocco, $7.50. Others to $25. Plus tax. 
SEMANTICS—Enger-Kress Co., West 
Bend, Wis., tells gentlemen where 
to keep their lettuce in this two- 
color page running in November 
and December issues of Holiday 
and The New Yorker. 


Kressline Copy 
Uses Vegetable, 
Real Estate Motifs 


West Benn, Wis., Aug. 13— 
Whether you call it lettuce, cab- 
bage or kale, money “keeps better” 
in a Kressline wallet, according to 
a new campaign by Enger-Kress 
Co., leather goods manufacturer. 

To illustrate how fresh and crisp 
everything keeps in a Kressline 
Album wallet, the company is run- 
ning a two-color ad juxtaposing a 
dewy head of lettuce and a wallet. 
“Call legal tender money or let- 
tuce, but keep it in a Kressline 
Album,” the copy advises. 

“Safe as Fort Knox, Album ac- 
commodates bulk without acquir- 
ing a bulge. There are fitting and 
proper places for everything that 
matters to a man, even a latchkey. 
Hardy and handsome, these leather 
wallets thrive indefinitely.” The 
ad will run in November and De- 
cember issues of Holiday and The 
New Yorker. 


# To promote another product, 
called Grab Bag—a combination 
wallet-pouch for feminine para- 
phernalia—the company is running 
a two-color page with the copy 
written in the form of a newspaper 
want ad for “3% rooms with a 
view.” 

“A happy home for all your dear 
belongings,” it begins. “Large 
living room accommodates make- 
up, mementoes and general mish- 
mosh. Zippered hideaway sefe- 
guards bills of all denominations. 
Easily accessible back room has 
several picture windows for cre- 
dentials, snapshots and _ such. 
Strictly for change, a tiny front 
room features a snap lock. Ex- 
cellent location: May be kept in 
hand or handbag. Will decorate to 
suit in a choice of 16 colors and 
trims. Ideal for one person who 
wants a glamorously organized 
life. Reasonable. About $5.” 

This ad will appear this fall in 
Holiday, Mademoiselle, The New 
Yorker and Vogue. 


# A Christmas ad promoting both 
Album and Grab Bag is built 
around a merry Santa Claus de- 
sign and reports an “overwhelming 
vote of confidence” for Kressline 
from “the national convention of 
Santa Clauses.” 

Hockaday Associates, New York, 
is the agency. # 


Wright to ‘Living’ 

James S. Wright, formerly on 
the Chicago advertising staff of 
Look and The Saturday Evening 
Post, has joined the Chicago sales 
staff of Living for Young Home- 


makers. 


$10.000 Ramble. . . 


Use as Ad Jingle | 
‘Cheapens Tune, 
Judge Decides 


Court Rules for Lyric 
Writer in Hills Bros.’ 
_ Use of ‘Muskrat Ramble’ 


Los ANGELEs, Aug. 12—Song 
| writer Ray Gilbert, who wrote the 
|lyrics for “Muskrat Ramble,” has 
| been given a judgment for $10,000 
and an injunction against the use 
of commercial lyrics with the song 
by Judge Howard D. McClain in 
superior court here. 

The decision was against Hills 
Bros. Coffee, N. W. Ayer & Son and 
George Simon Inc. Mr. Gilbert had 
complained that the defendants 
had used jingles in tv advertising 
which were fitted to the melody of 
“Muskrat Ramble.” He claimed 
this cheapened the value of the 
words he had written for the tune, 
which was composed by Edward 
(Kid) Ory. 


® The plaintiff asserted the song 
was a jazz classic with lasting 
value but that the use of the tune 
with commercial lyrics was jeop- 
ardizing that value. The defense 
was that Kid Ory had given per- 
mission for the use of the music 
and this included the right to use 
commercial lyrics. 

The court held that since the 
combination of music and lyrics 
had been published and performed, 
the rights of the composer and the 
lyricist could not be separated. + 


Coat, Pants Do the 
Work, So They're 
Insurable, Ward Says 


Cuicaco, Aug. 12—Men trou- 
bled by dreams of strolling down 
a crowded boulevard sans trous- 
ers can soon rest easier. Those 
missing trousers can be insured 
against loss if they are purchased 
at Montgomery Ward & Co. 

Unfortunately, the policy covers 
only the cost, and not the area, of 
the pants. 

The big merchandising house an- 
nounced this week that the new 
free guarantee will apply to suits, 
sport coats and slacks sold in 19 
of Ward’s largest retail depart- 
ment stores. It will insure against 
loss by fire or theft for two years, 
with a guarantee of replacement. 

The policy is underwritten by 
the Atlantic Indemnity Co. Ltd. 
Ward said this is the first time 
such insurance has been offered 
in the clothing field. + 


Campbell Soup Selects 
New ‘Corporate Personality’ 

Carolyn Campbell is the new 
name selected by Campbell Soup 
Co. to represent 
the “corporate 
personality” of 
its home econom- 
ics department. 
Miss Campbell’s 
“portrait” shows 
her as a young 
but mature pro- 
fessional home 
economist with bee 
warmth and en- : 
thusiasm, Camp- Carolyn Campbell 
bell says. The 
“personality” will be used in book- 
lets and articles to show ways to 
use convenience foods. 

The new corporate personality 
replaces Anne Marshall, used by 
Campbell since 1949, and Sue 
Swanson, who has _ represented 


Swanson products since 1946. 


LIVE STOCK 
co BANK yo 


Mek Shek Yee 


Te ee 


BIG STEAKS—This is one of a new 

series of ads in the Daily Drovers 

Journal which the Live Stock Na- 

tional Bank of Chicago says has 

drawn an average of 50 inquiries 

per ad. Klau-Van Pietersom-Dun- 
lap, Chicago, is the agency. 


Live Stock Bank 
Finds New Ads Pull 
Herds of Cattle Men 


Cuicaco, Aug. 13—Page adver- 
tisements with dominant farmer 
appeals have convinced the Live 
Stock National Bank of Chicago of 
the power of advertising. 

Before the series was started 
three years ago, the Live Stock 
National Bank had never received 
a single inquiry from advertising 
in 16 years. 

It had been using two-column, 
80-line ads in the Chicago Daily 
Drovers Journal, midwestern cat- 
tleman’s daily. The ads were run 
on a daily basis, Monday through 
Friday, with little change, and 
merely announced that the bank 
specialized in feeder loans. 

Then, in 1955, Clarence Russell, 
an account executive at Critch- 
field & Co., which became the 
Chicago office of Klau-Van Pieter- 
som-Dunlap, Milwaukee, on June 
1, 58, moved into action. 

Mr. Russell made a field trip and 
talked to large and small cattle 
farmers in the Midwest, both 
customers and potential customers 
for loans at the bank. 


= The agency recommended the 
same annual budget, but instead 
of small daily ads, it suggested 
page ads with dominant farmer 
appeal illustrations on a monthly 
basis. 

The first ad drew some 300 in- 
quiries. 

The illustration was simply a 

large picture of a cornfield at 
about the stage of growth one 
would find in mid-July. The head- 
line said: “Looks like the time to 
plan for your feeder cattle.” 
._ Another ad was based on the 
uncertainty of farming—weather, 
insects, market judgment. Showing 
illustrations of six fine steaks, the 
headline read: “Cattle feeders play 
for big steaks.” 

This ad pulled coupon response 
similar to the first. 

Following the first five ads, the 
bank announced that it had $1,- 
000,000 in new cattle loans from 
people it had never dealt with 
before. Of this amount $800,000 
was directly credited to the ads, 
with the remainder walk-in busi- 
ness which the bank felt was also 
a result of the campaign. 


= An important part of the “suc- 
cess story,” according to Mr. Rus- 
sell, was the fine follow-up pro- 
gram which the bank followed on 
its inquiries. 

Now going into its third year, 
the campaign still draws more 
than 50 inquiries per ad. + 
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Smith/Greenland |” Even Thunderbird Well Drives can’t make it fail 


Resigns Emerson 
as ‘Incompatible’ 


New York, Aug. 13—Emerson 
Radio & Phonograph Corp., one of 
the more volatile accounts on 
Madison Ave., is looking for a new 
agency. 

Smith/Greenland Co. announced 
today that it has resigned the ac- 
count because of wide differences 
on the advertising approach. The 
agency described its relationship 
with Emerson as “incompatible.” 

Benjamin Abrams, president of 
Emerson, said he has started to 
interview prospective agencies. 

Emerson, radio and tv set man- 
ufacturer, has gone through a suc- 
cession of advertising managers 
and agencies in the past eight 
years. 

Once a multi-million-dollar ad- 
vertiser, the company left Foote, 
Cone & Belding in 1951 for Gets- 
chal & Richard. It went to Grey 
Advertising Agency in 1952. Last 
year, after Emerson’s expenditures 
on advertising had dwindled to less 
than $500,000, Grey resigned the 
account. 


= Emerson then moved its account 
to Martin L. Smith Co. The Smith 
agency later merged with Gore- 
Serwer Inc. to create Gore Smith 
Greenland Inc., a marriage which 
lasted less than a year. Martin L. 
Smith and Leo Greenland pulled 
out in May to form Smith/Green- 
land. 

The Emerson account was han- 
dled by Smith/Greenland on a 
minimum $50,000 fee basis. 

Formerly a strong factor in the 
radio set market, Emerson has had 
tough sledding in recent years. It 
has been close to red ink in its two 
most recent fiscal years. 

Emerson acquired the consumer 
products division of Allen B. Du- 
Mont Laboratories last month for 
an undisclosed sum. The DuMont 
line, also a weak seller, is being 
merchandised separately from the 
Emerson line. 


BOOK CLUB NAMES 
SMITH/GREENLAND 

New York, Aug. 13—Smith/ 
Greenland Co. announced today 
that it has been appointed to han- 
dle advertising for Paper Back 
Book Club Inc., New York. 

The agency said the company, 
a new advertiser, will bill about 
$200,000. It said this is in excess of 
the Emerson billings it resigned 
this week. 

The club will offer one free 
book for every four books bought 
by members. Advertising will start 
in September. + 


Department Stores 
Failed to Hold Own 
in ‘57, Study Shows 


Boston, Aug. 13—‘“Department 
stores had a tough struggle to hold 
their own in 1957 and didn’t quite 
make it. Dollar sales advanced only 
a little over 1%, a poorer showing 
than retail sales generally, and 
transactions actually declined,” ac- 
cording to “Operating Results of 
Department & Specialty Stores in 
1957,” by Malcolm P. McNair, Har- 
vard Business School. 

The report is based on informa- 
tion from 345 department store 
companies operating 612 stores 
with a total sales volume of $4.7 
billion, representing more than 
40% of the 1957 total of depart- 
ment store sales in the U.S., ac- 
cording to Mr. McNair. 


s For the reporting stores, sales 
were up 1.3% in 1957 over 1956. 
(Continued on Page 78) 
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RETURNEE—This ad, scheduled for the Aug. 30 Saturday Evening Post, 


marks Cooper Tire & Rubber Co.’s first national advertising since 

1953. Cooper plans an extended campaign to introduce its new Safe- 

ty-Premium nylon tire and to open up new distribution channels for 
the line. Maurice L. Mullay Inc., Columbus, O., is the agency. 


National Shoe Uses 
‘60-Second Revues’ 


in New Radio Drive 


New York, Aug. 14—National 
Shoe Stores will introduce a new 
musical version of the familiar 
“National Shoes ring the bell” 
jingle in its pre-school and fall 
advertising. 

The well-known spot radio slo- 
gan will be expanded into a series 
of what the shoe chain describes 
as 60-second musical revues in 
five new commercials. There w.ll 
be four separate musical themes 
in each commercial; they will be 
sung as solos, duets and choruses, 
linked by spoken bridges. A sep- 
arate selling point such as the 
price, style or durability of the 
product will be featured in each 
theme, and each commercial will 
be designed for a different audi- 
ence. The audiences include (1) 
the entire family, (2) mothers of 
teen age girls, (3) mothers, for 
their children’s shoes, (4) women 
buyers for their own shoes, (5) 
Christmas gift purchasers for the 
entire family. 

The campaign is scheduled from 
Aug. 15 to Dec. 31. The territories 
will include 50 markets in New 
York, New Jersey, Connecticut, 
Maryland and Massachusetts. The 
drive will be backed in print me- 
dia with pages in Parents’ Mag- 
azine and advertising in 40 week- 
ly newspapers. 

Emil Mogul Co. is the agency 
for National Shoe. + 


Flora Forms Agency 

Jim Flora, formerly vp and 
general sales manager of Radio 
Specialties, has opened his own 
agency, J. Malcom Flora Inc., as 
marketing consultant to the elec- 
tronics industry. Offices are at 


18450 Livernois Ave., Detroit. 


EYE-MAN—This picture and slogan 
will be used by Gruen Watch Co. 
this fall as part of an ad promoting 
“the world’s thinnest watch.” The 
color ad will run in Sunday sup- 
plements and magazines. L. H. 
Hartman Co., New York, is the 
agency. 


‘A Stamp’s a Poster’... 


Creator of New 
Airmail Stamp Is 
Buckley of B&B 


Plane Shown on New 7¢ 
Stamp Is Composite of 
Boeing, Douglas Craft 


New York, Aug. 13—William H. 
Buckley, an art group head at 
Benton & Bowles, New York, is the 
designer of the Post Office Depart- 
ment’s new 7¢ air mail stamp. He 
also designed the Overland Mail 
coramemorative. 

He is not a stamp collector 
though he collected in his boyhood. 
Before joining B&B three years 
ago, he had been 19 years at 
J. Walter Thompson Co. as an art 
director on the Ford car account. 
He is now a young looking 41. 

“Today I hear from people I 
lost track of 15 years ago,” he said. 
“They’re all stamp collectors. I 
didn’t know that.” 

Besides being an art director at 
Benton & Bowles on the IBM and 
Schick electric shaver and lighter 
accounts, he is a member of the 
seven-man Citizens’ Stamp Ad- 
visory Committee of the Post Of- 
fice Department. 

He joined the committee last 
year, when he was president of the 


(Continued on Page 78) 


Hillman Suspends 
Publication of Its 
Men’‘s Group, ‘People’ 


New York, Aug. 13—Hill- 


man Periodicals this winter will 
“suspend” publication of Real 
Detective and Real Adventure, 
|comprising its men’s group, and 
|will stop publication of People 
| Today, ADVERTISING AGE learned 
today. 

| Morris B. Levine, secretary- 
|treasurer of Hillman, said that 
|final issues of the Men’s Group 
magazines, with a circulation of 
jabout 150,000, will be in Novem- 
ber and December. Publication of 
People Today, acquired by the 
company from Newsweek in 1951 
(AA, Jan. 22, °51), will be sus- 
pended in November, he said. 

Mr. Levine would not say 
whether suspension of the three 
publications is permanent, but he 
did indicate that negotiations for 
the sale of all three might be 
under way. He said the suspen- 
sions will affect about five edi- 
torial employes of the company. 

Hillman Periodicals also pub- 
lishes a Romance Group, a Wom- 
en’s Group and Pageant. # 


‘No Slide Rule’ .. . 


Nehi Switched to Add 


Sell, Field Staff: Harned 


Fewer Criteria Better 
Utilized Is Credo of 
Ex-BBDO Consultant 


New York, Aug. 14—“Selecting 
an advertising agency doesn’t call 
for a slide rule. The only thing 
you buy from an agency is peo- 
ple—their knowledge and know- 
how and a lot of intangibles. 

“But that’s a lot,” Samuel A. 
Harned, advertising consultant, 
told ADVERTISING AGE today in ex- 
plaining his role in the selection of 
new agencies by Nehi Corp. and 


International Paper Co. (AA, Aug. 


11). 

Mr. Harned, after 33 years in 
the agency business, resigned as 
senior vp and director of Batten, 
Barton, Durstine & Osborn at the 
end of ’55 to become an advertis- 
ing consultant. Although reluctant 


to discuss certain aspects of his/|j 


work, he agreed to talk “within 


limitations” about Nehi’s selection | 


of D’Arcy Advertising Co. 


N. Y. Subway Riders 
Tick Off Another Ad 
Push—1,000 Clocks 


New York, Aug. 12—New York's 
subway riders will have lots of 
clocks in October, when the first of 
a series of 1,000 “clock spectacu- 
lars” are placed in subway stations 
in the metropolitan area here. 

The spectaculars are _ illumi- 
nated display units consisting of 
an 18” automatic clock with an 
attached panel for backlighted 
transparencies carrying ads_ in 
color or b&w. 100 units have al- 
ready been tested, carrying ads 
for national and local advertisers, 
including Phillips’ Milk of Mag- 
nesia, St. Joseph’s aspirin, Hen- 
nessey cognac, Don Q rum, Cop- 
pertone products, New York Tele- 
phone Co. and Bowery Savings 
Bank, plus other banks, restau- 
rants and hotels here. 

Rates for the 2x6’ overhead 
units are based on in-going turn- 
stile counts at various 
stations. Prices for the bustling 
Times Square or Grand Central 
stations are $325 per month, 
based on Transit Authority turn- 
stile counts of 39,000,000 persons 
each. The rate for smaller sta- 
tions, with a minimum tally of 
1,000,000 persons, is $125 month- 
ly, with all rates based on annual 
contracts. 


® Other novel ad gimmicks intro- 
duced to subway patrons since 
July include the Directomat, a 
push-button answering machine 
which supplies ad messages with 
the answers (AA, July 14), and 
a coupon promotion by B. T. Bab- 
bitt Co., which offers the consum- 
er a 15¢ subway ride in return for 
three coupons from Babbitt soap 
products (AA, June 16). # 


subway | 


International’s reported selection 
of Ogilvy, Benson & Mather, he 
said, he could not discuss because 
it is not official, but he did outline 
some of the steps taken by him for 
International leading to the selec- 
tion of an agency. 


® He described the selection of 
D’Arcy, which handled the Coca- 
Cola account for 49 years until 
1956, as “a strategic move on the 
part of Nehi.” Without intending 


Samuel Harned 


any reflection on Compton Adver- 
tising, Nehi’s former agency, Mr. 
Harned said, the change was dic- 
tated by three things: 


e “A need for an improvement in 
the ‘selling’ ability of the com- 
pany’s advertising messages.” 


e “A need for greater strength in 
agency manpower in the field at 
the local level.” 


e “The company felt it needed the 
advantage of having on its ‘team,’ 
so to speak, a number of men with 
years of experience in all facets of 
the soft drink business.” 


The screening process that led to 
the selection of D’Arcy was started 
by Mr. Harned about six weeks 
ago. He started by phoning the 
heads of 12 agencies and arrang- 
ing preliminary meetings. He de- 

(Continued on Page 51) 


Schenley Hikes Ads 
18% for Two Brands 


New York, Aug. 13—Schenley 
Import Co. will expand its news- 
paper and magazine advertising for 
MacNaughton and Royal Club 
Canadian whiskies, starting Sept. 1. 

Bernard Goldberg, advertising 
manager, says that the company’s 
advertising expenditures for the 
two products will be increased 18% 
during the 1958-59 fiscal year. 

Starting Sept. 1, the company 
will use 110 daily newspapers in 
80 markets, plus six magazines— 
Cue, Esquire, Newsweek, Social 
Spectator, The New Yorker and 
U.S. News & World Report. In- 
creased use of business papers, out- 
door posters, and point of sale 
material also is planned. 

Kleppner Co. is the agency. # 


CLOCK SPECTACULAR: 1,000 of these “clock spectaculars” are scheduled 
to be installed in New York subway stations by 1959, 
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Lincoln, BEW Set 
New Net TV Shows; 


Four Others Canceled 


New York, Aug. 14—Several 

new network programs—as well as 
cancelations—loomed on the tv ho- 
rizon this week, but only two spon- 
sors. The sponsors: M-E-L division 
of Ford Motor Co. (for Lincoln 
and Continental) and Brown & 
Williamson Tobacco Corp. 
e All details were set and Lincoln 
was on the verge of signing this 
week for hour-long, Sunday after- 
noon tv tape rebroadcasts of the 
New York Philharmonic Sympho- 
ny concerts conducted this season 
by Leonard Bernstein. With time, 
number and network yet to be an- 
nounced, there will be a minimum 
of four programs. The series will 
be produced by Robert Saudek 
Associates, tv packager and pro- 
ducer of “Omnibus.” Kenyon & 
Eckhardt is the agency. 


e Brown & Williamson replaced 
its fall oater, “The Texan,” in the 


8:30 Saturday night CBS-TV slot, 


with another sagebrush saga, 


“Wanted Dead or Alive.” The to-| 


bacco company moved “The Tex- 


an” to Monday night at 8. Ted | | 


Bates is the agency for B&W’s Kool | 
and Viceroy brands. 


s CBS-TV canceled plans for two 
of its fall programs, one temporar- 
ily. The hour-long “Rawhide,” 

scheduled Mondays at 7:30, EST, 
bit the dust with “Name That 
Tune” as its replacement. 
hide” may get a new mount after 


the first of the year. The super-| 


natural faded to live drama, with 
“World of Giants” bowing out be- 
fore “Pursuit” on CBS Wednesday 
nights at 8. Still no sponsors. 

New show announced with a 
hopeful look to advertisers was 
the hour-long “Further Adventures 
of Ellery Queen” in color on NBC- 
TV Friday nights at 7:30, begin- 
ning Sept. 26. The mystery drama 
will replace two previously an- 
nounced half-hour film programs, 
“Love & Marriage” and “North- 
west Passage.” # 


“Raw- | 


; 


JOHN A. THOMAS, vp and account 
supervisor of Benton & Bowles, 
New York, will retire from the 
agency at the end of August. Mr. 
Thomas is head of the General 
Foods Post cereals account. He also 
has held executive posts at Batten, 
Barton, Durstine & Osborn and 
Cc. J. LaRoche & Co. during his 
22-year agency career. He now 
will serve as an advertising con- 
sultant. 


in that newspaper.” 


NEW YORK ¢ CHICAGO 


“We found out the easy way.... 


in its important market was shown to us the easy way 
excellent results we have obtained from Stokely-Van Camp advertising 


Tacoma, Washington 


D. M. FERRETTA 


of Seattle 


District Manager, 
STOKELY-VAN CAMP, INC. 


a 


Mr. Ferretta says, “The powerful influence of the Tacoma News Tribune 


by the 


Mr. Ferretta continues, “It was recently pointed out to us that the 
News Tribune’s circulation is more than 4 times the combined circula- 
tions of the Seattle dailies in the Tacoma market. Another reason we 
asked that the News Tribune be included on all Stokely-Van Camp ‘A’ 
newspaper schedules.” 


TACOMA NEWS TRIBUNE 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
¢ PHILADELPHIA * DETROIT ¢ ATLANTA 
LOS ANGELES ¢ SAN FRANCISCO ¢ SEATTLE 
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| Highlights of This Week's Issue 


| Commerce Secretary Sinclair Weeks deals 
advertising two blows this week: One, 
| by seeking to keep brand name adver- 
| tising off much of the nation’s new 
| interstate highway system; two, by 
proposing to put a stop to patent agents’ 
advertising 


Time protests to BBDO use of its name in 


» | advertisement for Hit Parade cigarets 


run in dailies ....... Aaiaphesdtaiaetieinein em Page 1 


| Television Bureau of Advertising reports 

a 12.9% increase in total gross time 
| expenditures for national network tv 
| advertising in the first six months of 
| 1958 Page 1 


Belgium, a compact little nation with a 
dense population, increased its ad ex- 
penditures from $87,000,000 in 1956 to 
$96,000,000 in 1957 


The Advertising Federation of America 
urges all segments of the advertising 
industry to unite in fighting govern- 
mental attacks on advertising ...Page 2 


As news of the Nautilus’ pioneering 
journey under the northern ice cap 
broke across the nation, Westinghouse 
rushed ad plates to 87 newspapers in 
57 cities pointing out that it had built 
the atomic engine which powered the 
submarine Page 2 


Montgomery Ward comes forward with 
a retailing first by insuring men’s 
slacks, suits and sport coats bought in 
its retail outlets against theft or fire 
for two years Page 2 


Using commercial lyrics on an old tune, 
like “Muskrat Ramble,” is “cheapening” 
the tune, court rules in suit by lyric 
writer against Hill Bros. coffee, N. W. 
Ayer & Son and George Simon 
Inc. Page 2 


Smith/Greenland resigns Emerson Radio 
& Phonograph account, says there were 
wide differences on the advertising ap- 
proach and describes its relationship 
with Emerson as “incompatible”....Page 3 


You don’t need a slide rule to select an 
agency, Samuel Harned, advertising 
consultant, says as he explains some of 
the thinking that went into Nehi's se- 
lection of D’Arcy Advertising Co. 
its new agency 


Department stores had a tough struggle 
to hold their own in 1957 and didn’t 
quite make it, Malcolm P. McNair re- 
ports in “Operating Results of Depart- 
ment & Specialty Stores in 1957"..Page 3 


Hillman Periodicals will suspend publica- 
tion of Real Detective and Real Adven- 
ture, comprising its men’s group, and 
will stop publication of People Today 
this winter Page 3 


1,000 “clock spectaculars” will be placed 
in New York subway stations in October 
to tell subway riders the time and to 
advertise products to them while they 
wait Page 3 


Bill te stop food chains and processors 
from seeking exemption from FTC jur- 
isdiction under Packers & Stockyards | 
Act of 1921 by claiming to be “meat 
packers” goes through Senate and /| 
House Page 6 


Chicago has two fewer agencies, more 
publishers representatives, St. Louis Post | 
Dispatch card directory shows ....Page 10 | 


U.8. anti-trust policies have the support 


of most Americans and have tended 
to prevent the cartelization of Ameri- 
can industry along European lines, new 
book states Page li 


Modern Bride will shift from quarterly 
publishing schedule to a bi-monthly in 
1959 Page 12 


Wilfred Sanders is named manager of J. 
Walter Thompson Co.'s Toronto of- 
fice Page 16 


The Miinois State Toll Highway Commis- 
sion will spend from $330,000 to $380,- 
000 in the next 16 months, advertising 
187-mile road system Page 18 


Federal Trade Commission issues cease 
and desist order against Holland Fur- 
nace Co., saying its sales representatives 
pose as heating experts or government 
or public utilities representatives to 
gain access to houses of prospects; com- 


Pamy denies CHATBE ©0000... Page 26 
Optometrists group can't stop optometrist 
from advertising, Wisconsin judge 
rules Page 35 


Radio broadcasters are guilty of program- 
ming and sales “cannibalism,” Thomas 
J. Swafford, sales manager of WCBS, 
NOW YOrk, SAYS crcccccecceccnsessesommeel age 36 


Remington Rand will launch a national 
tv and print drive for its new Quiet- 
riter Eleven portable typewriter..Page 38 


There are fewer publications in France 
today than in 1951, but this means an 
advertiser needs to buy space in fewer 
publications to get effective coverage, 
Marcel Bl tein-Blanchet, chairman of 
PUTED,” NITED >> siceniccheiginubeapesctichananeetil 


says 


Independent supermarkets must offer a 
unique service or get crushed by the 
giants, Super Market Merchandising 
says in latest issue 


Canadian dailies 
linage decreases 


The New England Media Evaluators Assn. 
offers eight tips for media buyers and 
salesmen, aimed at improving their re- 
lationships Page 57 


Regal Pale Brewing sets $700,000 newspa- 
paper, outdoor and radio campaign in 
California 


ad rate increase offset 


Tax ruling on utilities ads isn't censor- 
ship, since no attempt was made to 
stop the advertising, Sen. Kefauver tells 
The Saturday Evening Post ........ Page 69 
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| FASTEST GROWING 
METROPOLITAN 
NEWSPAPERS IN 
TWO CAROLINAS 


. Up 6,547 copies from March 31, 
957, to March 31, 1958... 
irculation gain among the nine 


first in 


metropolitan areas in North 
and South Carolina .. . 
reported in Editor and Publisher. 
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’ 
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POINT OF VIEW 


Today First Pennsylvania is taking a leading role 


in the famed “Philadelphia Renaissance.” 


lt is helping to finance such major expansion 
projects as the Transportation Building in the new 
Penn Center. And is in intimate touch with many 
other fast-moving commercial developments in the 
Greater Philadelphia Area. 


Out-of-town businessmen find this great institution 
invaluable when they need data on Philadelphia 
business activity, buying habits, credit or real estate. 
New ventures in this new Philadelphia find it 
profitable to make The First Pennsylvania Banking 


and Trust Company* their first point of call. 


National and local advertising reminds Philadelphians 
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and out-of-towners that First Pennsylvania 
serves more people more ways than any other 


Philadelphia bank. *An Ayer client since 1944 


N.W. AYER & SON, INC. 


Philadelphia * New York * Chicago * Detroit 


San Francisco * Hollywood * Boston * Honolulu 
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This Week in Washington .. . 


Congress Acts to Reestablish FTC's 
Jurisdiction on Phony ‘Meat Packers’ 


By Stanley E. Cohen 
Washington Editor 

Wasuincton, Aug. 14—A last- 
minute appeal by Federal Trade 
Commission Chairman John 
Gwynne helped put new life into 
a bill to stop food chains and proc- 
essors from disguising themselves 
as meat packers in order to escape 
FTC prosecution for false adver- 
tising and unfair trade practices. 

Under the Packers & Stockyards 


Act of 1921, trade practices of! 


“meat packers” are immune from 
FTC action and are exclusively the 
responsibility of the Department of 
Agriculture. About three years ago, 
attorneys for the Food Fair chain 
were able to argue successfully 
that the term “meat packer” is 
broad enough to include food 
chains. 

Since the Agriculture Depart- 
ment has virtually no enforcement 
program, this was an attractive 
sanctuary, and others were quick 


to exploit the victory. In the House 
Tuesday, Rep. Emanuel Celler (D., 
N.Y.) pointed out that the Giant 
food chain, headquartered here, got 
immunity from FTC after report- 
ing that it owned 100 shares of Ar- 
mour & Co. stock. 

Chairman Gwynne’s letter said 
the 36 additional “packer” cases 
which FTC might have to drop in- 
clude ones involving food distrib- 
utors who have invested as little 
as $300 in the stock of legitimate 
stockyards. 


s Legislation limiting the stock- 
yards exemption to actual proces- 
sors of meat and meat products 
passed the Senate several weeks 
ago. The House version, rammed 
through under a suspension of the 
rules Tuesday, also leaves the 


1h 


wholesaling of meat and meat 
products under the Department of 
Agriculture. But both bills make 
it clear that even the meat packers 
are under FTC, so far as market- 
ing of margarine, dairy products 
and other items other than meat 
and poultry is concerned. 

The stockyards loophole bill 
could still get jammed in a con- 
ference committee controversy. 
But there can be no doubt that 
neither house of Congress likes 
what the food chains have been 
doing. 


If there is going 
Congress O.K.s to be a “battle of 
‘Schenley Bill’ the ages” among 
whisky advertis- 
ers, Congress won’t stand in the 
way. By overwhelming vote, the 


A WRC-TV SPOT CAMPAIGN HELPS YOUR NETWORK 
TV CLIENT CASH IN ON WASHINGTON’S NEW MONEY! 


Big things happen when you have a spot campaign 
on WRC.-TV. For example, with the addition of 
WRC-TV’s 14/50 plan — 14 announcements per 
week at 50% discount — you can triple the audi- 
ence now reached by your client’s network televi- 
sion show. Here’s a sample: 


%-HOUR NIGHTTIME TV PROGRAM 
Percentage of homes reached per week . . 17.7 
Number of homes reached per week. . . 89,500 
Average frequency per home per week . 


PLUS 14/50 PLAN 
ve eee 
ose e+ 207,10 
50 G0 bg ss 0st ene 


Total net cost per week . ..eeee. - $1,590. wom; 


It is important that Washington receive your prompt 
attention because 40% of its families have new 
cash-in-hand in excess of $250... the result of a 
retroactive pay raise for Federal employees. 


There has never been a better:time to go all-out 
in your Washington campaign. Contact WRC-TV 
or NBC Spot Sales now for all the details of a 


sales-winning spot schedule. WARC-TY -4 


THE NBC LEADERSHIP STATION IN WASHINGTON, D. C. 


SOLD BY NBC SPOT SALES 


Source: A. C. Nielsen Co. 


Advertising Age, August 18, 1958 


Senate Tuesday went along on a 
House-approved plan to extend the 
bonding period from the historic 
eight years to 20 years. Sen. Thrus- 
ton Morton (R., Ky.), who feared 
Schenley’s large inventory would 
give it advantage if the industry 
could advertise nine-year-old 
whisky at this time, failed to carry 
out his plan to tack on an amend- 
ment which would have postponed 
a “battle of ages” until 1962 (see 
“In Washington,” Aug. 11). 

Strongest opposition came from 
Sen. Harry Byrd (D., Va.), chair- 
man of the Senate finance commit- 
tee, who feared the bill would cost 
the Treasury $500,000,000. But in- 
dustry supporters said the loss was 
theoretical. While 50,000,000 gals. 
of distilled spirits reach the eight- 
year limit this year, they explained, 
the $10.50 per gal. tax is paid only 
on what the industry expects to 
sell. The rest is redistilled, export- 
ed or destroyed, tax free. 


s Chief reason the industry wants 
the bill is that too much liquor is 
on the market. However, Sen. Rus- 
sell Long (D., La.) hinted at an- 
other powerful reason why distill- 
ers sought to change a law which 
has been on the books since 1894: 
“Why should foreign distillers, but 
not American distillers, be able to 
advertise their whisky as being 15, 
20 or 30 years old?” he asked. “It 
is impossible for the American dis- 
tiller to compete fairly with the 
foreign distiller.” 


Broadcasting in- 
Spectrum Probedustry represen- 
Loses Support tatives retreated 

in panic from a 
plan to set up a special Presiden- 
tially appointed committee to find 
out if the Defense Department 
needs the huge block of spectrum 
space it is using. 

Industry friends in the Senate 
were ready to push through the 
study plan, when the administra- 
tion announced it would go along— 
if the investigation is broadened so 
that the study group can also con- 
sider whether the non-military 
portions of the spectrum are being 
efficiently used. 

Broadcasters have argued for 
many years that there ought to be 
an independent audit to find out 
how the Defense Department uses 
its radio frequencies. But they fear 
President Eisenhower would be 
induced to appoint a commission 
consisting of military-minded in- 
dividuals who might recommend 
that the government take away 
some of the frequencies used by tv 
and other civilian services. 


Vigorous back- 
House Okays_ stage maneuver- 
ing led Wednes- 


Additives Bill 
day to House ap- 


proval, under a suspension of the 
rules, of legislation giving the Food 
& Drug Administration power to 
pass on the safety of chemical ad- 
ditives which are used in food. For 
eight years legislation to deal with 
this increasingly serious health 
problem had been bottled up in the 
House committee on interstate and 
foreign commerce, and as recently 
as two weeks ago it seemed to be 
dead so far as the current session 
was concerned. 

But in recent weeks a subcom- 
mittee under John Bell Williams 
(D., Miss.) successfully brought 
government and industry leaders 
together on a modified bill which 
comes close to satisfying all sides 
in the controversy. Faced with 
signs that pressure for a strong 
food additives bill is picking up 
momentum, industry groups joined 
with Food & Drug Administration 
in lining up the necessary two- 
thirds of the House which is needed 
to get a suspension of rules. More- 
over, the bill’s supporters believe 
the food additives bill will prompt- 
ly be rushed out for Senate ap- 
proval, sitce nobody is likely to 
seek further hearings by the Sen- 
ate committee on interstate and 
foreign commerce. # 
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your type , 
the best 


_—— 


Only a magazine edited like the Post can sustain such high 
reader interest, page after page — and bring readers back, time 
after time. That’s why the Post gives your ad page more than 
29 million proved face-to-face contacts with top 
prospects in the average issue. 

What’s more, your cost per million exposures 
is .54% less with your Post ad page than with 
the average commercial minute on the Top Ten 
TV shows. No charge, either, for the priceless word-of-mouth 
influence of millions of POST-INFLUENTIALS. 


The Saturday Evening 


POST 


.-. with more than 
29,000,000 
proved 
reader exposures 
to your ad page! 


Compare the Post from any angle . .. you'll find it gives your 
cold type the hottest setup for selling! If you’re turning on the 
heat, now’s the time to turn to The Saturday Evening Post. 


(Source: Politz study of Ad Page Exposure, 1958) 


Sell the The Saturday Evening 


post finriuentiats PO ee } é 
-they tell the others! 


A CURTIS MAGAZINE 


Averaging over 5,700,000 copies weekly in 1958! 
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‘Life,’ Hecht 
Join to Boost 


Brand Names 


Merchandising Plan 
Aims to Close Gap 
Between Maker, Seller 


Wasnincton, Aug. 14—Life 
teamed up with Hecht Co. here 
this week in a long range mer- 
chandising tie-in arrangement 
which has been described as an 
effort to close the gap between 
the manufacturer of a _brand- 
name product and his retail out- 
let. 

As part of the plan both Life 
and Hecht Co. will be running a 
series of special advertising cam- 
paigns in the Washington Post & 
Times Herald promoting consum- 
er acceptance of brand-name 
products. The ads will frequently 
echo the theme, “Read about it in 
Life, buy it at Hecht Co.” 


® Other facets of the arrange- 
ment include in-store merchan- 
dising and display cooperation 
between Life and Hecht, and ad- 
vance information for Hecht dis- 
play and sales personnel on ad- 
vertising campaigns scheduled for 
future issues of Life. One impor- 
tant feature of the deal, as de- 
scribed at a press conference here 
today, is that Hecht Co., which is 
a three-time winner of the Brand 
Names Foundation Award, will 
stamp all future orders placed 
with manufacturers, with the leg- 
end, “Advertising in Life will sell 
more of your product in Wash- 
ington at Hecht Co.” 


® Life Publisher Andrew Heiskell, | 


who attended this morning’s press 
conference, indicated the tie-in 
with Hecht is a pilot effort, which 
may be extended to other cities. 
In the first of the newspaper ads, 
scheduled to appear tomorrow, 
Hecht Co. reproduces a letter from 
Mr. Heiskell which reports that 
the new program will include “ex- 
citing displays, stepped up news- 
paper advertising, exhibits, and 
special promotions. all intended to 
help your custome: shop quickly, 
economically anc. -vith complete 
satisfaction. 

“But an even more important 
long-range benefit to consumers 
should result from the greater co- 
operation and exchange of infor- 
mation among Hecht Co., its 
manufacturing suppliers and in- 
formational media such as Life 
that the new program proposes,” 
Mr. Heiskell wrote. “When the 
world’s top resources and Ameri- 
ca’s top magazine team up with 
the nation’s top stores—like Hecht 


| Co. in Washington—consumers al-| 
| ways get top quality and value for 


| their dollars.” 


® Harold Melnicove, vp in charge 
|of store planning for Hecht Co., 
said the arrangement is an out- 
growth of a speech delivered by 
| Mr. Heiskell at this year’s Nation- 
|al Retail Merchants Assn. conven- 
tion in Chicago. In that speech, 
Mr. Melnicove said, Mr. Heiskell 
hit a theme which had long been 
a matter of concern among Hecht 
officials, the “appalling failure of | 
the manufacturer and retailer vd 
work as a team.” 

Mr. Melnicover said Hecht Co. | 
\is particularly interested in being 
|informed about advertising plans 
|of its suppliers so that its buyers 
|can order the necessary merchan- 
|dise, instruct their sales person- 
nel, and see that the advertising 
‘and display departments are pre- 
|pared to make the most of the 
promotion opportunity. 


= In turn, he said, Hecht Co. is 
interested in encouraging its sup- 
pliers to use Life because it is 
convinced of Life’s widespread 
readership. 

“The new program,” Mr. Mel- 
nicove said, “is our way of ac- 
knowledging that manufacturers 
and retailers are in the same busi- 
ness: The business, purely and 
simply, of moving products into 
the hands of consumers. In this 
joint effort, advertising is the 
most fertile and effective area for 
us to exploit together.” 


# During the remainder of the 
year, Life and Hecht plan several 
different advertising campaigns 
involving mutual promotion, and 
stressing the importance of na- 
tionally advertised brand name 
products, + 


$4,000,000 to Push 
Norge’s Automatic 
Washer This Fall 


Cuicaco, Aug. 14—The Norge 
home appliance division of Borg- 
Warner Corp. will spend $4,000,- 
000 advertising and merchandising 
its Dispensomatic automatic wash- 
er this fall, well over half the 
money to be spent cooperatively 
with Norge’s 4,000 dealers. 

Newspapers, magazines and spot | 
tv will share $1,500,000 during the 
peak fall selling season. Four-color 
ads, to break Sept. 15, will appear 
in nine magazines including Amer- 
ican Home, Better Homes & Gar- 
dens, Coronet, Good Housekeeping, 
Life, McCall’s and Parenis’ Maga- 
zine. 

Included in the $2,500,000 mer- 
chandising program will be 200 in- 
store demonstrators around whom 
the cooperative advertising will 
center. 

Donahue & Coe, Chicago, is the 
jagency. + 
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| Bright of eye, quick of mind, hex 


*n for FRISKIES 
thee rian rade tiny jnid from Carwet 


Saga ioueeed tc a toe en Gtaiee 

BRIGHT, QUICK, KEEN—Here is the lat- 

est ad, scheduled for September, in 

Carnation Co.’s campaign for Fris- 

kies in Sunset Magazine. Erwin 

Wasey, Ruthrauff & Ryan, Los An- 
geles, is the agency. 


Stern Reportedly 
Weighs Publishing 
South Jersey Daily 


New Or.eEaAns, Aug. 14—J. Da- 
vid Stern, who in July received 
Justice Department approval to 
sell the New Orleans Item to the 
rival Times-Picayune, provided 
there are no other buyers by Sept. 
15 (AA, July 21), today would 
neither affirm nor deny reports 
that he will publish in southern 
New Jersey a newspaper pat- 
terned after Newsday, published at 
Garden City, N. Y. 

Asked by ApverTIsING AGE 
whether he will publish a news- 
paper covering southeastern New 
Jersey, Mr. Stern would say only 
that he “wants to stay in the 
newspaper business.” 

“We've been looking over exist- 
ing situations everywhere,” he 
said, “but haven’t decided any- 
thing as yet. At least not until 
after Jan. 1.” 


= Mr. Stern will sell the Item to 
the Times-Picayune Publishing 
Co. under a government-endorsed 
agreement that contains several 
provisos limiting future business 
activities of both the seller and 
buyer. One of these is that neither 
Mr. Stern nor his top aides may 
engage in newspaper publishing 
in New Orleans for five years 
after the date of sale. The pub- 
lisher has since moved to Prince- 
ton, N. J., in advance of the Sept. 
15 sale date. + 


Charles Ramsey to Katz 

Charles H. Ramsey, formerly 
with Cunningham & Walsh, has 
joined Joseph Katz Co., New York, 
as copy supervisor on the American 
Oil Co. account and copy consult- 
ant for other agency clients. 
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Crippen Easter 


Underwood 


A CIRCULATION : 


z “ey 
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Wise Hill 


McKay 


CIRCULATIN'—Business publication circulation problems and ideas dominated both formal 
and informal talk at the third annual Business Publication Circulation Seminar. Shown 
dre Robert Crippen, Kiwanis International, Chicago; Frank Easter, Keeney Publishing 
Co., Chicago; Glen Underwood, Production Magazine, Birmingham, Mich.; M. W. Wise, 
Irying-Cloud Publishing Co., Chicago; Robert Hill, Clissold Publishing Co., Chicago; 
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‘Build Communication Recipients, Not Just 
Numbers, Sanford Tells Circulation Seminar 


| CwHicaco, Aug. 14—Circulation| 

managers generally have lost sight 
| of their true function in the maga- 
| zine publishing business. 

Just “selling subscriptions and 
selling a lot of them” is really only 
|the secondary task. The primary 
| task is to find the really appropri- 
j}ate audience within the scope of 
| the magazine, those people the ad- 
|vertisers want to communicate 
| with, and then make them want to 
|read the magazine for what it is, 
|thereby setting up a channel of 
|communication useful to the ad- 
vertiser. 

This analysis was put before the 
third annual Circulation Seminar 
for Business Publications here 
yesterday by Russ Sanford, direc- 
tor of market research and sales 
promotion of Modern Hospital 
Publishing Co. He was one of 
three non-circulation men who ad- 
dressed a luncheon session of the 
meeting, which was sponsored by 
Advertising Publications Inc., pub- 
lisher of ADVERTISING AGE, and a 
number of publishing groups. 


s When advertisers buy business 
publication space, Mr. Sanford 
said, what they’re really buying is 
communication with prospective 
buyers—not just a number made 
up of people who have been sold 
a subscription. Failure of many 
circulation managers to realize this 
has resulted in circulation lists 
that have provided some adver- 
tisers with astoundingly low per- 
centages of reflected interest in 
their ads, he asserted. 

The vast amount of free offers 
and pretentious come-ons used in 
subscription solicitations is an- 
other evidence that circulation 
managers have gotten off track, 
Mr. Sanford charged. 

“How can you possibly expect 
business men, who know something 
about prices, to fall for the price 
deals and ‘This letter may save 
you $1,000 . . .’ appeals that so 
many of your subscription pro- 
motions dish out?” he asked. 

From a promotion man’s point 
of view, Mr. Sanford said, “I'd 
like to show our advertisers a copy 
of a subscription solicitation letter 
and say, ‘Look, here’s how we build 
our readership; we’re selling the 
magazine for its content only, and 
only to people who want this con- 
tent: these are the people you want 
to communicate with’.” 


= Along the same theme, Law- 
rence L. Brettner, circulation di- 
rector of American Aviation Pub- 
lications, Washington, D. C. 


- 


charged that direct mail promotion 
of subscriptions is deep in a rut 
of sameness, unimaginativeness 
and complacency. 

It is sheer tragedy, he said, that 
circulation managers should be 


satisfied with 1% and 2% returns 


on these promotions. 

The unimaginativeness of direct 
mail promotions shows up, Mr. 
Brettner said, in a study he made 
this past spring of 298 direct mail 
campaigns—totally 1,005 pieces— 
conducted by 38 business paper 
publishers representing 125 busi- 
ness publishers. 

Out of 298 campaigns, he re- 
ported, only 71 offered subscrip- 
tions or renewals at regular prices. 
“We have ‘big brother’—the con- 
sumer magazines like Time, Life, 
Sports Illustrated, Newsweek and 
others—to thank for starting this 
cut rate trend and lousing things 
up for everyone else,” Mr. Brettner 
charged. 

Other details of the studied 
campaigns all showed a strong in- 
clination to use the same paper, 
color, envelope size, number of 
pieces, length of message and other 
particulars, he noted. 

But while circulation people are 
at fault both for aping consumer 
publication promotions and for 
their unimaginativeness in direct 
mail, many publishers too must 
take some responsibility for their 
failure to invest the thought and 
money needed for creating effec- 
tive direct mail promotions, Mr. 
Brettner charged. 


® Meanwhile, in another talk, 
Paul E. Clissold, president of Clis- 
sold Publishing Co., Chicago, listed 
a number of suggestions that he 
thought could improve the job 
done by circulation managers—an 
improvement he said that has be- 
come mandatory since the new 
postal rate regulations “throw out 
of gear all of the previous rule-of- 
thumb costs and comparative 
tests” that have been used to date. 


e New and better ways must be 
found to sell in depth in various 
companies and plants—even in 
homes where wives and offspring 
are interested in learning about 
dad’s job. . 

e “How about telephone. selling? 
There again the old cost compari- 
sons with mail selling are out the 
window. The other night my wife 
was called at home about renewing 
her subscription for Sports Illus- 
trated.” 


e “Can we figure out some new 
ways to better qualify our pros- 
pect lists? And do we make the 
best use of those we have, such as 
convention registration lists?” + 


Gardner Adds Arel Inc. 
Gardner Advertising Co., St. 
Louis, has been appointed to 
handle advertising for Arel Inc., 
St. Louis, importer, distributor 
and manufacturer of cameras and 
photographic supplies. 


Kemnitz 


Grabo Kelso Burge 


Robert McKay, Putman Publishing Co., Chicago; David Rabins, Chain Store Age, New 
York; Merle Ostergard, Packer Publishing Co., Kansas City, Mo.; Arlene Kemnitz, 
Macaroni Journal, Palatine, Ill.; Gloria Grabo, Fibre Containers & Paperboard Mills, 
Chicago; LaVerne A. Kelso, American Foundrymen’s Society, Des Plaines, Ill., and 
Ethel Burge, Patricia Stevens Finishing School, Chicago. 
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There are many MACHINE DESIGN readers in 
industry today who make it their business to 
know you intimately . . . your strength, how far 
you can reach, how well you can use your hands, 


This is ‘‘Human Engineering”, typical of many 
fields where MACHINE DESIGN is the favorite 
source of basic engineering information. 

Its products are such wonderful conveniences as 
the pushbutton drive in your automobile, 
one-knob tuning on your TV, your telephone dial. 


And because MACHINE DESIGN plays an 
important part in developments like these, it is 
also an outstanding “salesman” of the products, 
components, materials and finishes engineers 
need to bring their ideas to life. 


Advertising in MACHINE DESIGN gets high 
readership. Starch and Ad Gage studies show 
increases as high as 55% in average readership of 
advertisements over the past two years. 


Advertising in MACHINE DESIGN pulls inquiries 
in volume. Inquiry production has grown 40% in 
the past year, tripled over the past two years. 


Wherever new products are being developed, 
you'll find men reading MACHINE DESIGN. 
That’s why it belongs on your 1958 
advertising schedule. 


MACHINE 


a [Penton] publication 
Penton Building / Cleveland 13, Ohio 
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Follansbee Promotes 
Striped, Dotted Roots 


Striped roofs, polka dot roofs, 
even rainbow roofs, are now being 
promoted by Follansbee Steel 
Corp., Follansbee, W.Va., in a trade 
campaign for Follansbee Terne 
steel roofing. 

The campaign, now getting un- 
der way, features pictures and 
sketches of actual installations 
designed by leading architects, in- 


READY! yh en. sss 


BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative |! 
S-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


wits BRAD-VERN’S esters 


cluding Frank Lloyd Wright and 
John Randel McDonald. Copy 
points out the roofs are durable 
and versatile as well as colorful. 
The media list includes American 
Artisan, American Builder, Archi- 
tectural Record, Building Products, 
House & Home, Ohio Architect, 
and Snips. A. P. Hill Advertising 
Co., Pittsburgh, is the agency. 


Corinthian Names Three 
Corinthian Broadcasting Corp., 
New York, has realigned the exec- 
utive personnel of its Indianapolis 
stations, WISH and WISH-TV, and 
created three new titles. Robert 
Ohleyer, former manager of local 
sales at both stations, has been 


Greensboro, N. C., has been ap- 
pointed commercial manager for 
|WISH-TV. Ray Reisinger, former 
promotion and merchandising 
|manager of WCKA, Miami, has 
been named director of promotion 


| and merchandising for both sta- 


tions. 


Dye Lamb to Match Ad 


A tinted lamb will cavort 
through the fall fashion campaign 
for St. Marys Woolens, a division 
of Fieldcrest Mills, New York. Each 
ad will show a live lamb dyed to 
match a predominant color of the 
particular garment modeled. The 
headline will be: “From the famed 
flock of St. Marys.” The campaign 


named manager of radio for WISH. | will run in The New Yorker, start- 


Joseph E. Lake, previously com- 
mercial manager of WFMY-TV, 


ing with Aug. 9. Daniel & Charles 


lis the agency. 


Durst Names Yrisarry 

Durst (U.S.A.) Inc., a U.S. sub- 
sidiary of Durst A. G., Bolanzo, 
Italy, maker of phototechnical 
equipment, has named Jerry Yris- 
arry sales-advertising manager. 
Previously Mr. Yrisarry was ad- 
vertising and sales promotion 
manager of Ednalite Optical Co., 
maker of photographic lenses and 
filter accessories. 


Tidewater Radio Push On 

Tidewater Oil Co. between now 
and Sept. 21 will push its Flying 
A high-octane gasoline in 20,000 
radio spots on 62 stations through- 
out its 13-state marketing area. 
The radio spots average six a day 
over scheduled stations. Buchanan 
& Co., New York, is the agency. 


KRON is TV in SF 


San Franciscans arn sold on KRON- TV 


FIRST IN ARB 
KRON-TV 
Sta. B 


1 WK.-4 WK,* 
35.6 38.0 
31.1 298 
Sta. C 228 23.5 
Sta. D 11.6 103 


*ARB, May-June, 1958 
Share of Sets In Use 
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S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 +. PETERS, GRIFFIN, WOODWARD 


SALESMAN—Mr. Colorobot calls 
attention to Martin-Senour Co.'s 
working Colorobot, an electron- 
ic color mixing machine. The 
8’, animated, lighted creature is 
designed for store windows. 


‘P-D' List Shows 
Shifting Chicago 
Agency Pattern 


20 New Names Show, 
22 Old Ones Gone in 
Daily’s Annual Listing 


Cuicaco, Aug. 12—20 agency 
names are added, 22 dropped, 
for a net loss of two in this 
year’s edition of the St. Louis 
Post-Dispatch’s annual direc- 
tory of Chicago’s general agen- 
cies. Last year there was a total 
of 261; this year there are 259. 

Among the agencies added 
were a Chicago office for Klau- 
Van Pietersom-Dunlap, a 50- 
year-old Milwaukee agency, 
which bought out Critchfield & 
Co., and a Chicago office for 
J. M. Mathes Inc., New York. 
The merger of Erwin, Wasey & 
Co. and Ruthrauff & Ryan, 
forming Erwin Wasey, Ruth- 
rauff & Ryan, was responsible 
for one “loss.” In addition, there 
were 12 name changes. One of 
the major—and most complete 
—name changes was that of 
Russel M. Seeds Co. to Keyes, 
Madden & Jones. 

Drop-outs included the local 
office of Al Paul Lefton Co. 


@ The number of publishers’ 
representatives increased to 351 
from last year’s total of 340. 
Station representatives re- 
mained the same—56, while the 
number of transcription pro- 
ducers increased from nine to 
ten. 

Below is a rundown of the 
Post-Dispatch’s listings for the 
past five years: 


1957 1956 
261 261 


1958 
259 


1955 1954 
268 272 


Agencies .... 
Publication 
reps 
Station reps 56 
Transcription 


producers 10 


Gift Wrapping Film Offered 
Burlington Narrow Fabrics 
Co., New York, the ribbon di- 
vision of Burlington Industries, 
is offering free to tv stations a 
“how-to” film on wrapping a 
gift package. The 16mm b&w 
film, called “The Art of Beau- 
tiful Gift Wrapping,” takes a 
light comedy approach, show- 
ing how a good-natured Un- 
handy Andy, whose gift wrap- 
ping usually results in disaster, 
can learn how to do the job 
like a professional. S. R. Leon 
Advertising, the division’s 
agency, prepared the film. 


340 340 
56 52 


331 
51 


332 
47 


Pt 38 
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Economy Gains 
from Anti-Trust 
Laws: Whitney 


New Book Recounts 
Workings of Law 
in Score of Fields 


New York, Aug. 14—U.S. 
anti-trust policies have the sup- 
port of most Americans, and 
they have tended to prevent the 
cartelization of American indus- 
try along European lines. 

This is the opinion of Dr. Si- 
mon N. Whitney, author of a 
new work due for release by 
the Twentieth Century Fund 
next week, “Anti-trust Policies: 
American Experience in 20 In- 
dustries” (two volumes, $10). 

Dr. Whitney wrote most of 
the study while serving as chief 
of the research department of 
the fund and professor of eco- 
nomics at New York University. 
He has since joined the Federal 
Trade Commission as chief 
economist and director of the 
bureau of economics, and the 
fund is at some pains to make 
clear that the work in no way 
represents official government 
policy. 

The study ascribes three spe- 
cific effects to the anti-trust 
laws: 

1. They have acted as a bar- 
rier against cartelization; 

2. Without the laws there 
would be more attempts to cre- 
ate monopolies, by merger or 
otherwise; 

3. They have acted to main- 
tain equality of opportunity and 
freedom of entry in industry. 


# One ironic effect of the laws, 
says Dr. Whitney, is that prog- 
ress results from attempts to 
outwit them. In other words, 
while monopolies have “grave 
defects...the hope of winning 
profits which certain kinds of 
monopolistic position provide is 
a driving force for both busi- 
ness firm and individual, with- 
out which our economy might 
well stagnate...” 

The study is built around 
case histories of how anti-trust 
laws have worked in eight ma- 
jor fields—e.g., oil, coal, steel, 
chemicals and meat packing— 
with 12 notable cases in other 
industries. 

Dr. Whitney found, however, 
that significant development of 
competition cannot always be 
traced to anti-trust action—for 
instance, the oil industry would 
have been competitive with the 
development of the western 
fields, and the tobacco business 
could have been revolutionized 
by a new cCigaret. 

Also, he recounts, the govern- 
ment lost the cases against 
American Can in 1916, U.S. 
Steel in 1920, and International 
Harvester in 1927. In each case 
the share of the industry in the 
hands of the giant declined in 
ensuing decades, although each 
remained the leader of its field 
and its efficiency is recognized. 


= Dr. Whitney’s belief, based on 
these three examples, is that a 
dominant firm “is not likely— 
if an industry’s technology is 


free—to retain its original share | © 


of the market even if it is not 


The author thinks that not 
enough time has been spent in 
studying the effects of anti-trust 
legislation on the fields affected; 
not enough study has been made of 
whether “legal procedures could 
be expected noticeably to improve, 
or to have improved, the situation.” 

In summarizing the effects of 
the motion picture block booking 
and theater chain divorcement 
proceedings, he finds (1) that the 
effects on exhibitors have been 
mixed, since the removal of block 
booking removed the incentive 
from the majors to fill an exhibi- 
tion schedule with pictures—and, 
besides, the real problem of ex- 
hibitors is tv and declining attend- 
ance; (2) independent producers 
are flourishing; (3) the effect on 
the public is mixed, with some- 


as 


what better pictures at consider- 
ably higher prices; and (4) that 
the share of the five majors in 
the number of pictures released 
fell from 36% to 29% between 
1935 and 1955. 


® In capsule, he suggests that the 
weakness of the film industry is 
the quality of the movies, and goes 
on to say that from all the legal 
action, “the benefits to the public 
have been uncertain and, at best, 
moderate.” # 


Speed Shine Names Agency 

Rose-Martin Inc., New York, 
has been appointed to handle ad- 
vertising for Universal Spray Can 
Corp., New York, manufacturer of 
Speed Shine, an aerosol shoe 
polish. 


Wehner Adds Four Clients 
Wehner Advertising Agency, 
Newark, N. J., has added four 
new clients: Electric Arc Inc.,| 
Newark, manufacturer of heat-| 
ing units and other equipment;| 
the paper cup division of Pot-) 
latch Forests Inc., Upper Mont- 
clair, N. J.; Electric Products Inc., 
Jersey City, maker of industrial 
air conditioning and refrigeration | 
equipment; and York-New Jersey | 
Distributors Inc., Jersey City. 


Walker Joins Walker Co. 
Richard W. Walker has joined 
his father’s publishers’ represent- 
ative company, Robert W. Walker) 
Co., as a salesman in the Los An- 
geles office. He formerly was in 
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AGENCIES * AD MGRS 


FULL COLOR 


REPRODUCTIONS 


ADS * PRODUCTS + DISPLAYS 


For Meetings 
i Sales Releases 
Dealer Mailings 


SMALL OR LARGE 


QUANTITIES——FAST . . . 
FOR AS LITTLE AS $150. 


200 8x10 on coated stock from prod- 
uct, art or transparency less than the 


cost of fake color. 


ADVER-GRAPHIC CO. 
118 East 28th St. 


the Air Force. 


fluorescent dye. 


Cyanamid. 


dissolved by anti-trust action. | 


This does not necessarily mean |» 
that the smaller concerns are|@ 


more efficient, although often 
they may be. It means rather 
that there are psychological, 
political and managerial obsta- 
cles that prevent a giant firm 
from growing at the same per- 
centage rate as smaller firms.” 


In the photo, Mr. Laird is checking the first 
full color proofs with Chester ‘‘Blackie’’ 
Kronfeld, Manager, Photography of Pan Am. 
They are both delighted with the brilliant, 
““transparency-projection quality’ that fully 
captures the excellence of the photographic art. 


Your promotianal pieces can also benefit from 
an attention-flagging whiteness, an extra crisp- 
ness in typography and rich contrasts in blacks 
and grays. Your color work can be outstanding. 
Just specify CALCOFLUOR-treated papers for 
bulletins, annual reports, calendars, letter- 
heads, advertising brochures. 


Ask your printer or jobber for samples of paper 
containing CALCOFLUOR White, or write to 


*Trademark 


“WE WANT THE RICHEST, MOST SPARKLING 
COLOR REPRODUCTIONS POSSIBLE!” 


The request was Pan-Am’s—in reference to the 
1959 version of their world-famous calendar. 
Hal J. Laird, Manager, Sales Promotion of Pan 
American World Airways, insisted on the whitest 
paper available. Chosen by the printer to 
meet this requirement was paper containing 
CaLcoFLuOR* White, Cyanamid’s brilliant 


* SALES MGRS 


New York, N. Y. 


New York 
Charlotte 


AMERICAN CYANAMID COMPANY 


DYES DEPARTMENT 


Bound Brook, New Jersey 


+ Chicago + Boston + Philadelphia 


« Providence + Atlanta - Los Angeles 


Portland, Oregon 


Cyanamid of Canada Limited 
Dyes Department + Montreal and Toronto 


Symbol for Quality Dyes 
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THE QUAD-CITIES © 


DA 


E. MOLINE 


ROCK ISLAND 


NOW THE NATION'S 


47° VV MARKE 


ACCORDING TO TELEVISION AGE MAGAZINE 


RETAIL SALES are above the 
national average. Rock Island, 
Moline, East Moline are rated 
as “preferred cities” by Sales 
Management magazine for the 
first 6 months of 1958. You too, 
can expect above-average sales 
if you BUY WHBF-TV NOW! 


WHBE-LV 


CBS FOR THE QUAD-CITIES 
Rock Island, Ill. Moline, Ill. 
East Moline, Ill. Davenport, la. 

REPRESENTED BY AVERY-KNODEL, INC. 


‘TV Guide’ Boosts Two 

Milton J. Gun, formerly promo- | 
tion representative for the New 
England edition of TV Guide, has| 
been promoted to northeastern | 
regional promotion manager. Joan | 
Strawbridge, previously with the) 
Chicago edition, has been named} 
promotion representative for the| 
Magazine’s Detroit and Michigan | 
editions. 


Sackel Gets Federal 


Federal Liquors Ltd., Boston, has . 


named Sackel Co., Boston, to han- 
dle advertising for 
brands. M. Evans Richmond Agen- 
cy, Boston, is the previous agency 
of record. 


Myrbeck Moves White to D.C. 
Edward G. White has been 
named manager of the Washington 
office of S. Gunnar Myrbeck & Co., 
industrial agency headquartered in 
Quincy, Mass. He formerly was ac- 
count executive in the home office. 


the reason 


for the trend 


to The Houston Post 


monthly subscription rate, 
which is 20 cents higher 


THE oe 
HOUSTON POST =~ 


LOCAL 


ACCEPTANCE 


The Post's all time cir- 
culation high — 216,209 
‘daily — combined with 
journalistic excellence, 
makes your advertising 
more effective, more 
economical. 


Texans pay $279,000 
more yearly to read 
The Post than 


any other Houston 
newspaper 
(based on The Post's 


than that of other 
Houston dailies). 


The Houston Post is read 
by more people than any other 
Texas morning newspaper. 


its various|"" = 


Represented Nationally by Moloney, Regan & Schmitt 


Advertising Age, August 18, 1958 


JEROME J. COWEN has been elected 
exec vp in charge of the West 
Coast offices of Cunningham & 
Walsh, following the retirement in 
June of Franklin C. Wheeler, who 
remains on the agency’s board. Mr. 
Cowen will remain in San Fran- 
cisco, where he has been a senior 
vp. 


‘Modern Bride’ 
Goes to Bi-Monthly 
Schedule in January 


New York, Aug. 12—Modern 
Bride has announced it will shift 
from the quarterly publishing 
schedule traditional with bridal 
magazines to publish bi-monthly 
in 1959. 

The advertising rate in 1959 will 
be $2,500 per one-time b&w page, 
based on a new annual circulation 
guarantee of 750,000. Current one- 
time rate is $2,700, based on an 
audited circulation of more than 
500,000. 

W. Bradford Briggs, publisher of 
Modern Bride, said the move was 
prompted by a “steady increase in 
the number of U.S. marriages and 
a desire by advertisers to reach the 
bridal market with greater fre- 
quency.” Mr. Briggs said, referring 
to data supplied by the U.S. bu- 
reau of vital statistics, American 
marriages in 1959 should reach 
more than 1,600,000. The total 
bridal market exceeds $5 billion 
annually, he said. + 


Four Voted Nielsen Officers 

A. C. Nielsen Co. has elected four 
new officers. Herman W. Stein, 
controller and a 13-year veteran of 
the company, has been elected a 
board member; Jack A. Wenner- 
strom, assistant corporate secretary 
and manager of the accounting de- 
partment, has been elected corpo- 
rate treasurer, and Donald W. Dean 
and Roger B. McKee, both of the 
food-drug field department, have 
been elected vps. 


Monarch Aluminum Boosts Two 

Russell A. Lawson, former vp 
in charge of sales, has been ap- 
pointed to the new post of vp- 
marketing of Monarch Aluminum 
Mfg. Co., Cleveland, and Walter 
V. Tracy, formerly assistant gen- 
eral sales manager of the com- 
pany’s commercial castings divi- 
sion, has been appointed general 
sales manager of its commercial 
division. 


Two Join Ross Advertising 

James R. Wagner, formerly a 
salesman for a printing concern, 
and Wayne Flittner, formerly with 
James K. Mosher Engineering Co., 
Pasadena, Cal., have joined Ross 
Advertising, Peoria, Ill. Mr. Wag- 
ner will be an account executive; 
Mr. Flittner will be in the copy 
department. 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 


Please send 
“MAGAZINE CLASSIFIED BY THE MILLIONS" 
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The snip of scissors means the construction job’s complete. It’s the 
climax of months—and often years—of many construction men doing 
many jobs. Contractors, consultants and craftsmen...foremen and 
financiers...company presidents and construction specialists in 
industry and government —they’re all part of the job, all part of 
construction’s buying team and all part of the largest across-the-board 


construction audience ever assembled by a magazine! 


ENGINEERING 


Sell EN-R's 77,000 and you sell the men who build America 


NEWS-RECORD 


A McGRAW-HILL PUBLICATION + ABP ABC * 330 WEST 42nd STREET, NEW YORK 36,N.Y, 
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The Editorial Viewpoint . . . 


The Ad Business Is in Trouble 


There can no longer be any doubt about it. The advertising business 
is headed for trouble, inside Washington and in other quarters. The 
subcommittee of the House committee on government operations over 
which Rep. John Blatnik presides has now been responsible for two 
reports, sponsored by the parent committee, which vigorously assail 
Federal Trade Commission action—or lack of action—on the false and 
misleading advertising front. 

The committee has not yet recommended firm remedial action, but 
it suggested, among possible methods of developing quicker and more 
effective enforcement of the statutes against false and misleading ad- 
vertising, that all responsibility for food and drug advertising be 
turned over to the Food & Drug Administration; that Post Office jur- 
isdiction be extended to include all false and deceptive advertising 
disseminated by mail; that the burden of proof of effectiveness be 
shifted to the advertiser in cases where the public health is involved; 
and a variety of other suggested changes in enforcement procedure. 

No one in the advertising business—including those with no pos- 
sible cause for personal alarm—will welcome suggestions that en- 
forcement of false advertising statutes be further scattered around 
among government departments and bureaus; there is already too 
much scattered authority in this field, exercised by too many sets of 
independent bureaus, to make for sense or comfort. 

A good many people in advertising and marketing will also not 
agree with the House committee’s assessment of the work of the Fed- 
eral Trade Commission. Many people believe that FTC has, on the 
whole, performed well and ably in the public interest, and that the 
agency has, generally, acted sensibly and moderately in an area in 
which sense and moderation are sometimes difficult to come by. Yet 
there are undoubtedly areas in which FTC machinery has been too 
slow or too cumbersome or too ineffectual for the public good. 

It is shameful and short-sighted on the part of the advertising busi- 
ness that in those areas where FTC enforcement is under fire, the 
forces of self-regulation within the industry—of which we once used 
to hear so much—have fallen down badly. The cigaret business, in 
particular, which caused so much trouble for all advertising 20 years 
ago, again is in the forefront of offenders against believability and 
credibility, and unfortunately it has plenty of company from other 
businesses. 

We have always believed—and we still believe—that advertising, 
which is particularly vulnerable to legislative and other attack be- 
cause it operates completely out in the open, can only prevent exces- 
sive and crippling legislative shackles by living up fully to the job of 
regulating its own conduct in the public interest. 

It never was good enough—and certainly it is not now good enough 
—to declaim piously that most advertising is honest and that only a 
small minority offends against good taste, or believability or credibil- 
ity. That small minority must be prevented from imparting its flavor 
to the whole of advertising; it must effectively be stopped from over- 
stepping the bounds of propriety and honesty. 

This is a job which no one can do so well or so easily as the adver- 
tising business itself, if it will only knuckle down to doing it. The 
machinery already exists. Such things as the codes of the broadcast 
industry and of various business groups; the copy censorship opera- 
tions of individual newspapers and magazines; the advertising-scan- 
ning committee of the American Assn. of Advertising Agencies—all 


—Sandy Woodbridge, Bozell & Jacobs, Omaha. 


“He says his agency has more big wheels than General Motors, Ford 
and Chrysler put together.” 


these and many others are in existence for the very purpose of pre- 
venting excesses by too-zealous advertisers. They should be polished 
up, sharpened, refurbished, and put vigorously to work. 

In addition, it is still our position that a few public statements, is- 
sued by the right people, could be extremely helpful under existing 
conditions. We still believe, for example, that the advertising business 
ought officially and vigorously to denounce the use in advertising of 
anything that even remotely smacks of subliminal stimulation, and 
that it ought to speak out equally vigorously against violations of 
sound advertising practice and in favor of a high standard of ethics. 

There has been too much inclination for official representatives of 
advertising to stand mute before attacks and thereby to give the 
impression that they condone the bad things in the business as well 
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as the good things. 


Let’s make it clear that we are all for vigorous and free advertising 
which can perform its vital selling function, but that we do not con- 
done excesses or violations of ethical standards, and that we do not 


intend to let them occur. 


a a 
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What They're Saying... 


Client-Agency Togetherness 
Advertising agencies frequently 


| tell us that the only way they can 
| do a really complete and intelligent 


job is for the client to provide the 
agency with all the facts of his 
business. They want to see the sales 
figures—the cost details—the prof- 
it results. In short, they’re all for 
TOGETHERNESS. 

But what use do agencies make 
of all this information? Do they 
really tailor their suggestions to fit 
the client’s marketing limitations? 
Do they study competition—not su- 
perficially examining a few tear 
sheets—but also investigating 
deals, strategy, trade reactions, re- 


| sults? Do they analyze the client’s 


distribution pattern; do they relate 
advertising expenditures to sales 
on a market-by-market and trade- 
by-trade basis? 

What about those sales figures 
that they insist on receiving? Are 
they studied, analyzed, and then 
objectively interpreted? Or, do 
they become an ever growing stack 
in the lower left hand drawer of 
an account executive’s desk? 

This “togetherness” is a two-way 
street. If the agencies insist that 
they want to be a marketing part- 
ner—if they demand full details of 
sales results—then they must put 
this information to some effective 
and valuable use. And, they should 
do it without waiting for the client 


to remind them, without the client 


demanding, without the client ex- 
plaining or interpreting. 

In this, as in every other area of 
marketing, the agency should take 
the initiative and provide the lead- 
ership. The professional and spe- 
cialized talents of agency person- 
nel should be utilized to present 
well founded recommendations 


based upon marketing facts. 
—A. L. Plant, advertising manager, 
Block Drug Co., Jersey City, N. J., 
writing as guest columnist in the July 
issue of “Perspective,””’ monthly house 
organ of Zlowe Co., New York adver- 
tising agency. 


As Terrible as Wonderful 

The power of advertising can be 
just as terrible as it can be won- 
derful. Good advertising throws the 
white light on bad features as well 
as on the good. If your advertising 
succeeds in focusing wide atten- 
tion on your merchandise, it also 
exposes to public gaze everything 
that goes with the sale—the abili- 
ty and integrity of your clerks, the 
honesty of your advertised prices 
and service policies, the liberality 
of your credit practices and the 
limits to which you will go to as- 
sure customer satisfaction; and the 
more you advertise, the more 
quickly will more people know 
whatever good or bad there is to 
be known about you... 


—Henry J. Kaufman, Henry J. Kauf- 
man & Associates, Washington, D.C., 
speaking at the Fourth Institute of 
Management for Appliance-TV Deal- 
ers, American University, Washing- 


ton. 
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Rough Proofs 


“House unit hits FTC as ‘inef- 
fectual, apathetic’,” the headline 
says. 

Advertisers who have been put 
through the FTC mill are not in- 
clined to agree. 


. 

That Philadelphia ice cream 
company adopted a sure-fire 
method of finding out if advertis- 
ing works. It advertised a special 
pack not yet in stock, and 2,000 
customers came a-running. 

. 

R.o.p. color advertising in news- 
papers is showing substantial in- 
creases over last year, an interest- 
ing statistic to be pondered by 
publishers still offering only two 
colors—black and white. 

Theater television of the heavy- 
weight championship fight Aug. 18 
unfortunately also bars home ra- 
dio, for sometimes a match of this 
kind sounds a lot better than it 
looks. 

* 

Now that the Post is using jin- 
gles in its promotion, all that is 
needed is to add music and let each 
advertising salesman start his pres- 
entation with a singing commer- 
cial. 

o 

Walt Schwimmer is offering 
those popular championship bowl- 
ing films for tv sponsorship, and 
will continue to give viewers a few 
hearty chuckles when a bowling 
big-leaguer blows an occasional 
spare. 

Bruce Barton, who recently cele- 
brated his 72nd birthday, seems to 
have escaped most of the occupa- 
tional hazards of the business by 
remaining a philosopher who views 
the human race with affection and 
understanding. 

° 

The Oregonian urges advertising 
men to “watch the women go buy,” 
and it can at least be reasonably 
confident that they will continue to 
watch the women go by. 

* 

Bardahl Oil thinks it can justify 
its investment in a hydroplane 
racer as a fast-moving outdoor ad. 
That’s fine, as long as somebody is 
also getting some fun out of the 
races it’s in. 

€ 

E. B. Weiss thinks a Gay ’90s fad 
is under way. He may be right, but 
the bicycle makers would have a 
hard time steaming up enthusiasm 
today for a Century Run made ex- 
clusively with pedal power. 

7 

The cool weather early this sum- 
mer put a damper on air condition- 
er business. Looks as if the most 
consistent salesmen the industry 
has continue to be Messrs. Heat & 
Humidity. 

. 

“His personality must be pleas- 
ing and congenial,” says a pub- 
lisher looking for an able assist- 
ant, “and he must be able to start 
at a modest salary.” 

That modest salary might tend 
to warp even a pleasing and con- 
genial personality. 

* 

Broadcasting stations don’t have 
to sell time to politicians, FCC 
says, but if one gets on the air, 
others must be given similar op- 
portunity. 

Sow the wind, and reap the 
whirlwind. 
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ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
20 N. Wacker Drive Penobscot Bldg. 
Woodward 5-7260 


342 Madison Ave. 
Murray Hill 2-5838 


FEATURE THIS! Dad and Mother wait ’til the 
junior department has done its required read- 
ing. Small wonder. A galaxy of features flanks 
The Inquirer’s vital news: Thoughtful columns 
on world affairs, Personality stories, Broadway, 
Hollywood and TV news. Such interesting, 


amusing, informing features have won intensive 
reader interest that transfers itself to the ad- 
vertisements. Starch Reports show The Inquirer 
gets far higher attention and readership than the 
second newspaper in Philadelphia. Good place 
to advertise? Most advertisers think so! 


The Philadelphia Mnguirer 


Constructively Serving Delaware Valley, U. S, Ai 


CHICAGO DETROIT 


Andover 3-6270 


SAN FRANCISCO LOS ANGELES 


155 Montgo: St. 
Garfield 1-7946 


8460 Wilshire Boulevard 
Dunkirk 5-3557 
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Delaware Valley, U.S.A. — 14 
county Retail Trading Area... 
home of 5,200,000 people.., 
Philadelphia is the hub. 
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HE SELLS EVERYTHING... 


To the Farm Market! 


He runs the Farm Store... a 
rural supermarket serving a $22 
billion market. He’s one of 30,000 
who sell practically everything the 
farmer needs to buy. 

He’s the man Farm Store Mer- 
chandising was made for. 


For complete facts and figures, 

see BPRD Classification 44A or 

write: 

eh et Nee, eo pe ilalalie 

FARM | 
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MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


‘Trib’ Sets Volume Discount 

The Chicago Tribune has pub- 
lished a new rate card (actually a 
28-page booklet) with format and 
content in conformance with the 
standard newspaper rate form rec- 
ommended by the American Assn. 
of Advertising Agencies. The card 
combines the previously separate 
data covering the Tribune’s TV 
Week, comics section, home and 
garden section and book section. 
The major rate change is the in- 
troduction of a 24% discount rate 
for advertisers using 50 or more 
page units in a year. 


Dash Contest Prizes to All 
Armour & Co., Chicago, is pro- 
moting Dash dog food in New Eng- 
land with a limerick contest in 
which all entrants win at least a 


|can of Dash and at most one of 


four German-made Isetta autos. 
The contest will run from Sept. 1 
to Oct. 11 and is open to New Eng- 
land residents only. Newspapers, 
in-store posters, shelf-talkers and 
tie-in ads will be used in 11 New 
England markets. 


Hanson & Shea Names Fischer 
William A. Fischer Jr. has been 
named marketing director of Han- 
son & Shea, Pittsburgh, a new po- 
sition. He formerly was associate 
director of the marketing and 
opinion research department of 
Ketchum, MacLeod & Grove. 


Stanley Reiss to Parkson 
Stanley Reiss, formerly project 
director at Alfred Politz Research 


Inc., has joined Parkson Adver- 
tising, New York, as research 
manager. 


29th in drug sales! 


with the MARKET ON THE MOVE! 
*June ARB 


And, as usual, TAMPA - ST. PETERSBURG’s 
number one station is WTVT! 10 of top 15 pro- 
grams! * 30 of top 50! * Number one in news, sports, 
weather and kiddie shows! Only WTVT keeps up 


_ 
~~ 


Mp mere titres et we 
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TAMPA - ST. PETERSBURG 


RKET ON THE MOVE 


Modern Tampa -St. Petersburg businessmen think 
big, move fast, keep the dynamic Twin Cities of 
the South growing rapidly in commerce, industry, 
sales! Result: TAMPA -ST. PETERSBURG is 
now 30th in retail sales, 27th in automotive sales, 


STATION ON THE MOVE 


WTIVT 


TAMPA « ST. PETERSBURG 
Channel 13 


The WKY Television System, Inc. 
Represented by the Katz agency 


Advertising Age, August 18, 1958 


“A penny sabed is « penny earned.” 


--Benjemin Franklin 
First U. S. Postmaster Generel 


Since the hours of the three-cent stamp are fleeting 


We're sending you now our Christmas greeting. 


Cte 


UNDER THE WIRE—A. Lovell Elliott 

Advertising, Columbus, followed 

Ben’s advice with this greeting 
mailed July 31. 


Sanders Heads JWT 
in Toronto; Napier to 


Be Fulltime Creative 


Toronto, Aug. 12—Wilfred San- 
ders, a J. Walter Thompson Co. 
employe for only three years, has 
been named manager of the agen- 
cy’s office here. 
Thompson em- 
ploys 150 people 
in Toronto. 

Mr. Sanders 
succeeds Mark 
Napier, who, ac- 
cording to an 
agency release, 
“has requested 
relief from all 
administra- 
tive responsibili- 
ties in order to 
devote full time to creative work.” 

Mr. Sanders’ background is in 
market research. A native of South 
Africa, he was educated at the Uni- 
versity of Toronto. Prior to joining 
Thompson in 1955 he was with the 
Toronto Daily Star, the Financial 
Post and his own company, San- 
ders Marketing Research. 

He is considered an authority on 
Canadian economic affairs. 


Wilfred Sanders 


# In relinquishing the top post 
here, Mr. Napier will continue full- 
time with Thompson as a consult- 
ant on creative work. He has had 
a long career with the agency. An 
Englishman, he first worked for 
Thompson in Europe—in London, 
Paris, Antwerp, Stockholm and 
Copenhagen. 

He came to Toronto in 1935 and 
in 1947 became joint manager, with 
Robert Campbell. Mr. Campbell is 
also still with the JWT office here 
as a top vp, with major account re- 
sponsibilities. + 


Agency Time Record-Keeping 
Device Is Demonstrated 

Nearly 100 agency treasurers and 
financial people in Chicago Aug. 
6-7 witnessed a demonstration of a 
new device for keeping track of 
time spent on different accounts 
and jobs by means of punch cards. 

Ira Rubel, head of Ira Rubel Inc., 
management consultant and inven- 
tor of the device, explained the 
system at a showing hosted by 
Statistical Tabulating Corp., pro- 
ducer of the device. 


_ 
Marie does It 
FASTER... 


complete mailings, multi- 
graphing, — raph- 
ing, addressing, fill-in on 
multigraphed letters, 
pnnoeres, ing. 
mes ygue — 
ing I List up-te- dete, Sess 
from de il work. For rush pick-up, 
uick service and fast delivery 
LL WAbash 2-8655. 
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Batten, Barton, Durstine & Osborn, iInc., 


383 Madison Avenue, New York 


ATLANTA CLEVELAND LOS ANGELES SAN FRANCISCO 
BOSTON DALLAS MINNEAPOLIS SEATTLE 
BUFFALO DETROIT NEW YORK SYRACUSE 
CHICAGO HOLLYWOOD) PITTSBURGH TORONTO 


*BBDO creates more outdoor advertising 


for more clients than any other agency 
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CAPITAL city NY a ‘ 
The Fabuhus southwest 


EL PASO 
—Is On the Go! 


@ Population 263,000, double 1950 Census 
e Building permits, 40% over record year 
@ Retail Sales, 67% above 1950 

e Bank Clearings, up 100% over 1950 

e Electric power consumption, double 1950 


Spend Your Money where Business is Good! 
The Zl Paso Times 
Morning and Sunday 


E] Paso Herald-Post 


Evening 


| “SPE Journal’ Names Noe 
| Leon R. Noe Jr., eastern sales 
|manager of Plastics Technology, a 
| Bill Bros. publication, has been ap- 
|pointed advertising manager of 
|the SPE Journal, official publica- 
|tion of the Society of Plastic En- 
gineers, Stamford, Conn., a new 
position. He will be responsible 
|for all advertising, sales promo- 
| tion, and the establishment of re- 
| gional publishers’ representatives. 
Formerly the publication’s adver- 
tising was handled by Dougherty 
|Co. as exclusive national repre- 
| sentative. 


Warden Forms Agency 

Herbert W. Warden, formerly 
}exec vp and manager of Kastor, 
| Farrell, Chesley & Clifford (now 
|Kaster, Hilton, Chesley & Clif- 
| ford), has formed his own agency, 
H. W. Warden Associates, New 
York. Mr. Warden opens shop with 
the new products account of Sa- 
|lada-Sherriff-Horsey Inc., Boston 


jand Toronto food marketer. 


PUTS THE 
INTO 


finest food manufacturers. 


Feature Foods! 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO-TV, Des Moines 

WOC-TV, Davenport 


for lowa PLUS! 


Affiliote 


STATION WHO 


MERCHANDISING! 


“Feature Foods” is a comprehensive merchan- 
dising plus service conducted by WHO Radio at 
the point-of-sale in 350 high traffic chain and 
independent food stores. Coverage includes all 
cities of 5,000 population or more in 76 of 
Iowa’s 99 counties. It is available, at no extra 
cost, to advertisers whose products are sold in 
food stores and whose gross expenditure on 
WHO Radio is $300 per week for 13 weeks, or 
$3900 within a 13-week period of time. 


WHO's Feature Foods merchandising service is 
producing big results for many of the nation’s 


Talk to PGW about putting more “plus” in 
your lowa advertising with WHO Radio—and 


WHO 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


REGULAR 


~S 


SHELF MERCHANDISING 


We check your displays, shelf stock, prices, POP materials, etc.! 
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36 DAYS OF WEEKEND BARGAIN BAR PROMOTIONS 
High Volume Supermarkets! 


> Peters, Griffin, Woodward, Inc., 
National Representatives 


MONTHLY REPORTS 
Reports from grocers to you about your products! 


Advertising Age, August 18, 1958 


'$330,000-Plus Ad 


Budget to Promote 


Illinois Tollways 

Cuicaco, Aug. 12—The Illinois 
State Toll Highway Commission 
will spend from $330,000 to $380,- 
000 in the next 16 months adver- 
tising its 187-mile road system in 
an effort to realize maximum rev- 
enue from it as soon as possible. 

$80,000 is being spent in August 
and September of this year an- 
nouncing and promoting the more 
than 100 miles of road slated to be 
opened this year. Newspaper, radio 
and tv ads are being placed 
through the Caples Co., Chicago. 

The promotion will reach its 
peak next year, when the whole 
road system in northeastern II- 
linois is opened. The commission 
says it will then spend as much as 
another $250,000 to $300,000 in ads 
explaining how the roads will 
make travel easier, how the toll 
system works and trying to get 
more people to adopt the habit of 
using the system regularly. 


s The commission has no doubt 
that the $441,000,000 bond-fi- 
nanced road system eventually 
will produce the desired annual 
maximum revenue, according to 
Lambert M. Quentin, the commis- 
sion’s pr director. 

The experience of toll roads in 
Indiana, Ohio and other eastern 
states, Mr. Quentin says, has been 
that motorists—after their first 
sight-seeing rush to the toll roads 
—fail to develop the toll road hab- 
‘it as quickly as expected. Hence 
'it has taken those states longer 
‘than expected to realize their 
|maximum revenue potential. 
The [Illinois commission’s ad 
|program will emphasize the con- 
|venience and time-saving advan- 
|tages of travel to points reached 
by the road network. The ads will 
be used in Chicago, Aurora, Belvi- 
|dere, De Kalb, Elgin, Freeport, 
|Rockford, Wheaton and Wood- 
| stock, Ill., and in Beloit, Janesville 
_— Madison, Wis. 


s The Illinois toll road system, 
when completed next year, will 
|provide an important interchange 
|in the national toll road system. 
The main toll road from the East 
| (running through Ohio and Indi- 
}ana) will cut around to the west 
|of Chicago and head north toward 
| Milwaukee. Branching off from 
this will be a toll road heading 
northwest toward Minneapolis and 
another one heading straight west. 

Also connecting with the main 
north-south line will be four Chi- 
cago Cook county expressways 
leading into the center of Chicago. 
One of these is now nearly com- 
pleted. # 


Hartman Adds Grocer Books 

Shamie Publishing Co., publish- 
er of Grocer Graphic, Yankee Gro- 
cer and other regional grocery in- 
dustry publications, has appointed 
L. H. Hartman Co., New York, to 
handle its advertising, promotion 
and publicity. The publishing 
house has not used an agency be- 
fore. 


East, West Agencies Affiliate 
Wilson, Haight, Welch & Grover, 
Hartford and New York, and 
Philip J. Meany Co., Los Angeles, 
have set up a working affiliation 
to provide each agency with oppo- 
site-coast facilities. No merger or 
financial arrangement regarding 
ownership is involved. 


Autolene Appoints Meltzer 
Autolene Lubricants Co., Den- 
ver, has named Richard N. Melt- 
zer Advertising, San Francisco, to 
handle its advertising. Warren Is- 
ham, of the agency’s Denver office, 
will be the account executive. In 
addition to automotive products, 
Autolene makes Protex concrete. 
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outdoor advertises, 


merchandises and 
sells Wonder Bread! 


Poster designed by Ted Bates & Co., Ine. 


OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS 
PACKAGE IDENTIFICATION BRAND NAME THE SLOGAN NUTRITION 


- “Outdoor has always played an important part in Wonder Bread 


advertising. We feel that this medium works powerfully 
Mr. Lee Mack Marshall in and near major shopping areas to keep the Wonder Bread package 
P 1 Director of Advertising, and copy theme on the consumer’s mind at the time 
Continental Baking Company, Inc. says: of purchase. Effective use of outdoor has helped make Wonder Bread 


America’s largest-selling bread.” 


8 out of 10 people remember OUTDOOR Advertising!* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters~-and Painted Bulletins. oO A i 


OUTDOOR ADVERTISING INCORPORATED >» 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


| 60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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20 Advertising Age, August 18, 1958 
Ad Department Moves advertising manager for Chemstrand. Before joining Chemstrand 
ip af: two years ago, Mr. Reede was European regional manager for Grant 
Bo yee ae go me G e t t i n P é r S 0 n a ] Advertising and before that, he had his own agency in New York... 
Hard Rubber Co., division of g George Zachary, recently of Lever Bros.’ radio and tv department, 
Amerace Corp., New York, has is leaving on a two-month combined business and pleasure trip to 
moved to 200 E. 42nd St. Europe with his family. He will return to the U. S. the first week in 
Pierre Martineau, director of research and marketing, Chicago | October... 
Harmon Joins Tri-State Co. Tribune, has been nominated by the awards committee of the Bos- Dean Bacon, vp of Henri, Hurst & McDonald, Chicago, is recuper- 
Lester J. Harmon, formerly| ton Conference on Distribution to its Hall of Fame in Distribution. ating at home after a serious eye operation at St. Luke’s Hospital. 
with Richard A. Foley Advertis-| The award will be presented Oct. 20 during the annual conference He’il be out of harness for some time... 
ing, has joined Tri-State Adver-| at the Statler in Boston, and the following day Mr. Martineau will Emmett C. McGaughey, exec vp of West Coast operations of 
tising Co., Philadelphia, as director| speak on “The Changing American Consumer.” . . Erwin Wasey, Ruthrauff & Ryan, has been elected president of the 
of advertising. Bice Clemow, president and publisher of the News, West Hartford, Los Angeles Board of Police Commissioners for the second time... 
5 Conn., and the Gazette, East Hartford, has been reelected to the 
Z Reynolds Joins ‘Mademoiselle’ | board of directors, Council on the Needs of the Older Population of 
: e Harry Reynolds, formerly with| West Hartford .. 
Deering Milliken & Co., has joined William Reede, ex-New York adman, was married July 30 in 
the advertising sales staff of| Switzerland to Avrii Sadler, British film actress and ex-New York 
Mademoiselle, New York. fashion model. Mr. Reede is now located in Zurich as international 
STARCH S2nd CONSUMER 94.2% of all ELKS Magazine households 


MAGAZINE REPORT REVEALS 


Blt NEWS 


FOR CAR 


surveyed own one or more automobiles. 


What's more, 31.2% bought new cars in the 
last 12 months. The ELKS Magazine leads all 
others in this category. 


Each 100 ELKS Magazine households own 
128.5 automobiles—a classification in which 
The ELKS is exceeded by only one other 


MANUFACTURERS AND pes : holds i WORKING HONEYMOON—Newlyweds Mr. and Mrs. John S. Budd take 

ns THEIR AGENCIES The median income of ELKS house s Is off for England where they will (1) honeymoon and (2) Mr. Budd 

i $6,636. This explains why ELKS rate so high in will serve as a trainee for one year in the London office of Erwin 

i : car ownership and can buy new cars more Wasey, Ruthrauff & Ryan. The plane is KLM Royal Dutch airlines, 
frequently. Automobile manufacturers can of course (EWRR client). 

reach this exceptional market of 1,204,117 ELKS Marg Sammons, co-contributor to AA Features (Employe Com- 

MAGAZINE ising in THE ELKS MAGAZINE. munications), was quoted in the Chicago Tribune of Aug. 10 in an 

through advertising in E article on “Does a Woman’s Career Cost Too Much?” She said, “Make 

New York Los Angeles up your mind to do a real good job, and you don’t have to worry 

Portiand, Ore. Chicago about men respecting you.” Co-partner, husband Bob Newcomb, said, 


“The objection I have to most women in business is that they always 
expect the door to be held open for them.” . . 

James H. Lavenson, president of the Lavenson Bureau of Adver- 
tising, Philadelphia, has been elected to the national board of direc- 
tors of the Young Presidents’ Organization for a three-year term. 
Mr. Lavenson, who recently completed a term as eastern vp of YPO, 
was also named a member of the nine-man executive committee .. . 

A second child, Scott Nichole Burton, was born Aug. 8 to Mr. and 
Mrs. J. N. Burton, Southport, Conn. The baby’s father is assistant 
ad manager of the agricultural division, American Cyanamid Co... 


BUT... With WKZO-TV 
Sie saimaitees tesa Dias You Always Get Aces 


MARCH 1958 REPORT 


GRAND RAPIDS-KALAMAZOO In Kalamazoo - Grand Rapids! 


Moore Mr. and Mrs. Palmer Dye Sullivan 
TIME PERIODS “ioe It takes accuracy, plus a lot of luck, to score an ace in SURPRISE PARTY—A surprise party was tendered recently to George 
WBE TTT Soke aT te golf — but for a real winner in market coverage | Palmer, advertising director of the New York Amsterdam News, 
MONDAY THRU FRIDAY ‘ you need only WKZO-TV in Kalamazoo-Grand Rapids! | and his wife by Liebmann Breweries. Shown with Mr. and Mrs. 
rae om. to 8:00 ~ 89 The latest “scorecard” from ARB shows why —see left! | Palmer are Al Moore, vp, public relations, William L. Dye, adver- 
SATURDAY ; vd WKZO.-TV telecasts from Channel 3 with 100,000 watts tising manager, and David J. Sullivan, public relations counsel of 
«20,2: 19 midnight 23 from a 1000’ tower. It is the Official Basic CBS Television mncatsat 
* aan a.m. to midnight 17 ps for Kalemazoo-Geand Rapids — we beafina.t: The average employe of Klau-Van Pietersom-Dunlap spends five 
mi 000 television homes in one of America’s top-20 TV hours a week in community activity, a new study by the Milwaukee 
2 NOTE: The survey measurements are based on sampling in markets! agency shows. The most active employe reporting was found to be 
7 ARBs p~ = ample includes 11% ourpoundiog orcas. In *Chances of scoring an ace are 8,606-to-1 (Based on 20 years spending 28 hours a week in outside activity. Eight others were de- 
% Kent County, and 67% of the population of Kalamazoo County. of play in New York World Telegram & Sun tournament). voting 10 to 20 hours a week to such activity. A total of 60 organi- 
wa | zations were found represented in the KVP employe roster; the larg- 


est proportion were involved in church and parent-teacher organi- 
zations... 


ars * i SEL Ef ae Cle ] T } al Leon Pinkton, dean of automotive editors, and an active member 
tes yet faba K 0 - of the San Francisco Chronicle staff for the past 65 years, celebrated 
WKZO TV —. GRAND RAPIDS. KALAMAZOO his 80th birthday recently. Staff members gathered ’round to pre- 
wee Se = EARARRS DO RAITE CONES sent a birthday cake—a replica of a speedometer with the indicator 


VIEF RADIO | ~ GRAND RAPIDS 
: 100,000 WATTS © CHANNEL 3 © 1000' TOWER at 80. Editor-publisher Charles Thieriot gave the veteran an en- 
Studios in Both Kalamazoo and Grand Rapids graved silver press card, identifying him as a lifetime representative 
For Greater Western Michigan of the newspaper... 
Avery-Knodel, Inc., Exclusive National Representatives Donald B. Miller, publisher of the Berkshire Eagle, Pittsfield, 
Mass., was married recently to Rhoda Hale Rasmus. 
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In the nation’s capital 
The Washington Post and Times Herald 
has long been first in general, 
automotive and financial advertising 
and is now first in more 
retail classifications 
measured by Media Records than 


the other two papers combined. 


Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles ; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hote! 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, New York 


and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly; Robert S$. Farley—Financial Representative in New York. 


Represented By 
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"5 iad Do you know what it is? 


( ) Mobile by Alexander Calder 
( ) Radar target for small boats 


( ) Collapsible-sea’ anchor 
is eee 


Over 100,000 readers of one Hearst Magazine 


will Know what this is...can you guess? 
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Readers of Motor Boating—one of the ten Hearst 
“special interest” magazines—may readily recog- 
nize this object as a small-boat radar target, fea- 
tured in the August issue. It is one of the many 
recent advances for safety on the water. 


By keeping its readers informed of latest develop- 
ments in their favorite family sport, Motor Boating 
enjoys the confidence and loyalty of over 100,000 
boating fans—potential buyers of everything from 
outboard boats to palatial yachts, deck paint to 
radiotelephones, and gasoline to a suit of sails. 


By the same token, advertisers in Motor Boating 
find their message surrounded by an editorial 
content that establishes a “buying climate” for 
their products—provides a magnetic course to in- 


creased sales at the local level. 


Reaching prospects... not “suspects” 


What is true of Motor Boating is true of all Hearst 
special interest magazines. Each is edited for a 
particular market—with an intimate understand- 
ing of the interests of that market—whether they 
be fashion, food, furniture or fishing. 


As a result, Hearst magazines pin-point prospects 
—not suspects. Readers are pre-conditioned to 
acceptance of the advertiser’s product—because 


reader and advertiser share a common interest 
and enthusiasm. 


If you want to place your message where the 
interest is greatest — where advertising dollars 
automatically work hardest—remember: Hearst 
readers are already sold—only need to be told! 


How this editorial concept 
helps advertisers: 

¢ Advertising reaches readers in the mood to buy 
¢ Advertising is focused where interest is keenest 
¢ Editorial and advertising work in tandem 

¢ Editorial integrity lends prestige to advertising 
¢ Each magazine is the authority in its field 

¢ Hearst readers are sold—only need to be told! 
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; Along the Media Path 


80 department and 


teen’s September “Young Mod- 
erns” fashion promotion, the maga- 
zine reports. This is a gain of 12% 
in store participation over Sep- 
tember 1957. Seventeen’s promo- 
tion will be called “Heiress to the 
Modern World.” 


News will publish a special Room 
Beautiful Anniversary issue to 
celebrate the first anniversary of 
its Room Beautiful pages, featured 
weekly. About 50 furniture stores 
will join in the anniversary cele- 
bration, Sept. 18-28, and three $100 
awards will be given to families 
who have done the best job of 
beautifying a room through a 
Room Beautiful member store. 


e A 28 x 48” “postcard” was used 
as a mailing piece by WTVD, 
Raleigh-Durham, to announce its 
new 1,500’ tower—‘the highest 
man-made structure in North Car- 
olina.” The “postcards” were de- 
livered by Western Union messen- 
ger to some 500 time buyers. 


e For the third consecutive year, 
KLOK, San Jose radio station, 
played host to Mexican-American 
residents at a day-long picnic and 
fiesta. About 15,000 attended this 
year’s party. The fiesta is given 
each year by KLOK for the benefit 
of its “more than 300,000 Mexi- 
can listeners,” KLOK says. 


e WNTA, Newark, is boosting its 
services by providing more than 
5,000 auto dealers, service stations 
and garages in the New York 
metropolitan area with an 8 x 10” 
card containing information for 
setting push-button automobile 
am and fm radios. 


e During the first six months of 
1958 “real estate advertising in all 
Chicago newspapers showed a 
10%-15% gain over the same 
period last year,” according to the 
Chicago Tribune in an analysis of 
reports from Media Records and 
from its own records. A total of 
3,282,731 lines of advertising ran 
in Chicago’s four dailies in the 
1958 period, compared to 2,878,205 
in the first six months of 1957. The 


ONLY the RECORD and JOURNAL 


ag see 


Meriden + Wallingford, Conn. 


This able-to-buy mar- 
ket totals nearly 100,000, 
with a big $149 million 
Effective Buying Income. In 
Meriden alone, 78.8% of 
the households are in the 
$4000-and-over income 
groups (SM ‘58 Survey). 
And The Record and Jour- 
nal give you 97% cov- 
erage. 


The Meriden 
RECORD and JOURNAL 


Meriden * Connecticut 


National Representatives: 
Giuman, Nico. & RutHman 


specialty; Tribune showed an increase of 
stores in the U.S. will back Seven-/| 241,783 lines, the newspaper re- 


ports. Real estate display adver- 
tising during this period rose from 
393,164 lines for the 1957 period 
to 748,107 in 1958. 


e The Detroit News devoted its 
July 27 Sunday Pictorial supple- 


/ment to a “Special report: Detroit 
e On Sept. 18, the Chicago Daily | 


bids to become new convention 
mecca.” 


e A brochure promoting its Christ- 
mas advertising issues is being 
sent out by Holiday. The brochure, 
called “Will Success Spoil Santa 
Claus?” says that the publication’s 
linage went from 44,855 in Decem- 
ber, 1946, to 105,423 in December, 
1957. 


e A promotion piece by WQXR, 


MARKER—Publisher J. B. Ridder of the San Jose News is shown with 

the plaque presented to the newspaper on its 75th anniversary by 

the Greater San Jose Chamber of Commerce. A 176-page edition of 
the newspaper was published July 27 to commemorate the event. 
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New York, tells “the story of one 
of the year’s outstanding radio 
events: WQXR’s exclusive broad- 
cast of Van Cliburn’s triumphant 
Carnegie Hall concert ...and what 
it means to advertisers like your- 
self.” 


e Esquire’s Christmas promotion 
plans for ten major product cate- 
gories have been released through 
a series of ten color brochures, one 
for each category. The brochures 
are keyed to the theme, “Perfect 
setting for Christmas selling.” 
They promote the new Esquire 
program of departmentalizing the 
editorial Christmas gift pages. 
Classifications are toiletries; ap- 
parel; radio, tv and hi-fi; appli- 
ances; “gifts for the lady fair’; 
smoking requisites; photography; 
jewelry; sporting goods, and house- 
wares. An 1ith brochure will cov- 
er the liquor industry. 


e “To show the ease with which a 
farmer can supplement and protect 
his income through diversifica- 


“re 


Business Offices and Studio: 
~ 720 Boush Street, Norfolk 10, Virginia 
Telephone: MAdison 5-671) 
Represented by Edward Petry & Company, Inc. 
i President and General Monager—Compbell Arnoux 
Vice President for Soles—Robert M. Lambe 
Vice President for Operations~John Peffer 


effective 


@Within 25 miles of our tower there is effective buying income of 
$1,441,243,000! This is 25.6% of Virginia’s total ($5,626,405,000). 


@Within this area is more than 22% of Virginia’s total population. 
@And no outside station has any appreciable coverage in this area! 
There is no betterspot to put a dollar than on TIDEWTAR, Va.! 


WTAR-TV cannes 3 - norroxx 


Foremost Communications Medium in Virginia's Greatest Market 


and you cover more than 
of Virginia’s 


buying income 


You know WTAR-TV is Virginia’s largest in terms of total sets covered; but 
did you know that it offers you a metropolitan area population surpassed only 
by Atlanta and Miami in the entire southeast? 
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tion,” officials of WNCT, Green- 
ville, N. C., built and are operating 
a 60-sow swine farm in an area 
adjacent to the station. Daily tele- 
casts are made from the farm to the 
farmers who operate the 83,000 
farms within the station’s area. 


e The Washington Daily News re- 
ports that an intensive campaign 
for grocery advertising resulted in 
the newspaper publishing more 
than 30,000 lines of grocery ads in 
the first four days of July 1958— 
more than the complete month’s 
total for July 1957. 


e WPEN, Philadelphia, has bought 
a helicopter to use as a permanent 
traffic monitor on major highways 
in the area. The helicopter crew 
will transmit direct reports on 


Maintenance & Plant Operations 
carries 30% more advertising space 
than the preceding August issue— 
making it the largest August issue 
in the magazine’s 18-year history. 

Woman’s Day reports a 32% in- 
crease in four-color advertising 
linage in its October issue over 
the same issue last year. 

20 of the 28 international edi- 
tions of the Reader’s Digest regis- 
tered linage gains for the first 
seven months of 1958 over the 
same period last year, according to 
C. R. Devine, ad director. The total 
international edition linage is 
6.9% above last year with 10,443 
pages thus far in 1958 compared 
to 9,771 pages a year ago. Top 
gains were made by the German 
edition, with an 86-page gain for 


Corbett 
GOOD EATING & SERVICE—Among those at the shrimp party for ad- 
vertisers and agencies in the Detroit area held by the New Orleans 
Times-Picayune & States were Roland Ladreyt, national ad man- 
ager of the newspaper; Vincent J. Kelley, president of Jann & Kel- 
ley, T-P representative; Ed Corbett, Geyer Advertising; Perce 
Beatty, Maxon Inc., and Jess Fleck, ad director of the Detroit Times. 


Kelley the seven-month period; military 
edition, 83-page gain; Australian, 
80 pages; Swedish, 59%; French, 
up 49; Portuguese, 36, and the 
Mexican, 33 pages ahead of 1957. 

Redbook says it will increase 
its annual average net paid circu- 
lation guarantee to 2,700,000 effec- 


ea 


‘4 


Beatty Ladreyt Fleck 


traffic conditions on a daily morn- 
ing and evening schedule. The 
flying machine will also be used 
for Philadelphia promotions and 
emergencies. 


e Department of New Laurels: 
The August issue of Industrial 


a ge Bsr cong ea og pees ne t. 
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Not included in these buying power fig- 
ures from Sales Management’s Survey 
(May 10): Effective June 1 there was a 
military pay raise adding nearly $12 
million to TIDEWTAR’S navy payroll 
alone! Estimates not yet available from 
major air force, army and marine 
corps installations in TIDEWTAR. 
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tive with the January issue. The 
rate for a b&w page will go to 
$9,635 from the current $8,800. 

Jobber Product News reports an 
80% advertising volume gain for 
its July, 1958, issue over the July, 
1957, issue. Both issues were reg- 
ular issues, JPN says. The July, 
1958, issue carried 135 ad units 
compared to the 75 in July, 1957. 
JPN says that its gain for the 
first six months of 1958 was 40% 
above the same period in 1957. 

Ebony reports that its ad volume 
for the first six months of 1958—a 
record 472.1 pages—represented 
the best period in the magazine’s 
13-year history. Compared to the 
same period last year, Ebony’s ad 
volume is up by 14.5 pages. 

Ad linage in the August issue of 
Field & Stream is 10.5% ahead of 
the corresponding issue in 1957 
and is the second largest August is- 
sue in the past ten years. For the 
first eight months of 1958 the pub- 
lication is slightly ahead of the 
same period in 1957, with 566 
pages in 1958 and 564 for the earli- 
er period, F&S reports. 

The two daily newspapers in 
Charleston, W. Va., have complet- 
ed their first three months of con- 
solidated operation by posting a 
4% increase in national ad linage. 
The morning Gazette and evening 
Daily Mail began consolidated op- 
erations on April 1. On a six-day 
basis, linage for the three-month 
period totalled 963,718 lines com- 
pared with 925,718 for the same 
period in 1957. # 


Konrad Opens PR Business 

Evelyn Konrad, an editor of 
Sponsor for more than six years, 
has resigned to open her own busi- 
ness, Evelyn Konrad Public Re- 
lations, at 750 Park Ave., New 
York. She is specializing in adver- 
tising agency corporate public re- 
lations. 


he Went a 
HEARING AID AD 
GOT 50% MORE 
RESPONSES... AND 
28% OF RESPONDERS 
BOUGHT!* 


*Milwaukee’s Wood-Dahiberg 
Company was still getting 
inquiries 3 weeks after 
the color ad appeared! 


RMOE 4 came. 


910 East 138th Street 
New York 54, N. Y. 


Sales Offices: New York * Boston 
Chicago * Dalias * Miami 
San Francisco 
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BILLION BUYING 
DOLLARS 


on the market with a 


Peoria, Illinois is the cen- 
ter of a 13-county market 
of over half a million 


consumers with more than $1,128,500,000 

in spendable income. The newspaper in this 
market is the Peoria Journal Star with 
100,000-plus circulation. Journal-Star circu- 


lation-to-homes ratio is 94.2% in Metropolitan 
Peoria — Illinois’ biggest and richest, 


Peoria Journal Star 


except for Chicago. 


affliated with WTVH 
Ward-Griffith Co., National Reps. 


Elect Victor Piotrowski 

The Merchandising Executives 
Club of New York has elected 
Victor Piotrowski, Dancer-Fitz- 
gerald-Sample, president. Other 
officers are Emanuel Goren, Lehn 
& Fink Products Corp., exec vp; 
Morgan Duffy, Progressive Grocer, 
vp for programming; Amos Jones, 
Sylvania Electric Products, vp for 
membership; Chase O. Sanderson, 
Food Topics, vp for publicity; 
Richard Elliott, Look, secretary, 
and Roy Harris, Advertising Dis- 
tributors of America, treasurer. 


BBDO Gets Defense Award 
Batten, Barton, Durstine & Os- 
born has been awarded the highest 
peacetime citation for industry, the 
Department of Defense Reserve 
Award, for “outstanding coopera- 
tion” in the armed forces reserve 
program. The award certificate 
and blue pennant were presented 
to Charles H. Brower, BBDO 
president, by Major Robert D. 
Altman, acting commander of the 
New York Air Reserve center. 


Watch the women go buy! Portland grocers do... 
that’s why they place the major part of their 
advertising budgets in the newspaper that’s 

big as all Oregon... The Oregonian! 


HOW BIG IS THE OREGON FOOD MARKET? A HALF-BILLION DOLLARS ANNUALLY! 
THAT'S DOUBLE THE BOSTON MARKET...AND TRIPLES CINCINNATI, 


WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY. 


oy wo 


WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY.. 


MOMENT 


WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO BUY. 


aS a 


The Oregonian ........... 


Advertising Age, August 18, 1958 


FTC Order Scores 
Holland Furnace for 


‘Impersonation’ Sell 


WASHINGTON, Aug. 12—The Fed- 
eral Trade Commission issued a 
cease and desist order inhibiting 
the nationwide house-to-house 
selling activities of Holland Fur- 
nace Co. last week, and immediate- 
ly drew a heated denunciation 
from the company. 

The commission’s order pro- 
hibits Holland’s sales represent- 
atives from posing as heating 
inspectors or as employes of gov- 
ernment agencies or public utilities 
in order to gain access to the homes 
of prospects. The company prompt- 
ly denied its representatives use 
misleading approaches of this type 
and in a statement claimed there 
have been only 71 instances of 
complaint about sales methods out 
of “millions of transactions.” 


® In releasing its cease and desist 
order, the commission said it 
agrees with an initial decision 
issued by hearing examiner James 
A. Purcell in October, 1957, which 
found that there have been in- 
stances when representatives of the 
Holland organization posed as 
heating engineers in order to ob- 
tain permission to inspect and 
dismantle household furnaces. 

“Various of the company’s 
house-to-house canvassers have 
falsely claimed to be representa- 
tives of the government or public 
utilities, while others misrepresent- 
ed themselves as ‘heating engi- 
neers’,” the decision said. 

“To get leads,” it continued, 
“Holland distributes advertising 
material offering free inspections, 
adjustments and minor servicing 
of furnaces. Those responding are 
solicited for cleaning and servicing 
jobs which, in turn, often lead to 
large sales of major equipment 
through misrepresentation. 


s “For example, Holland’s sales- 
men falsely claim it is necessary to 
dismantle furnaces to determine 
the extent of repairs necessary. 
They then refuse to reassemble 
them when requested, misrepre- 
senting that this would involve 
grave danger of fire, gas and ex- 
plosion. In other instances they 
falsely state that competitive fur- 
naces have passed their useful life 
and are not worth the expense in- 
volved, or that the manufacturer 
is out of business and replacement 
parts are not available. Some of 
the furnaces condemned by these 
agents were proved to be either 
in safe condition or safely repair- 
able.” 

The company’s statement point- 
ed out that its organization in- 
cludes 5,000 employes in 44 states 
and nearly 500 retail outlets. It 
pointed out no Holland branch has 
ever been placed on the FHA pre- 
cautionary measures list. It in- 
sisted any complaint of dissatisfac- 
tion is promptly investigated by its 
Holland, Mich., headquarters. 

It also said it will appeal the 
FTC order in court. # 


Neumann Heads NAIA Ads 


Joseph A. Neumann, formerly 
president of the National Assn. of 
Insurance Agents, has been ap- 
pointed chairman of the NAIA 
1959 advertising campaign, which 
includes an advertising budget of 


leads in retail advertising oo apenas 
niin ' , 1 ; _— BotA Boosts Van Sant 
Sa L. S. Van Sant, formerly souti- 


Largest Circulation in the Northwest 
231,829 Daily; 295,740 Sunday 


western manager for the Bureau of 
Advertising, American Newspaper 
Publishers Assn., has been pro- 


Represented Nationally by 
Moloney, Regan & Schmitt, Inc 


Sources: Sales Management Survey of Buy- 2nd PAPER © ean 
ing Power, May 10, 1958; ABC Publishers’ rae ae moted to Pacific Const manager. 
Statement, 6 months ending Mor. 31, 1958. ae aes’ - . 

1947 1957 1947 1957 Boston Agency Changes Name 


Spellman Associates, Boston, 
advertising, marketing and public 
relations company, has changed 
its name to J. W. Spellman Inc. 


Daily Circulation Total Advertising 
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BIN DETROIT... THE NEWS’ CIRCULATION 
[EADS IN BUSINESS AS WELL AS BIGNESS! 


ONE newspaper covers the 5 billion dollar Detroit market best— 
| THE NEWS. Circulation figures show it gets into the most homes. 
, ’ Surveys* show it gets to the right people—the ones who go more 
| places, do more things, buy more goods. 


oe Ea eae aad oe oe 


Because The News gives its advertisers circulation that leads 
in business as well as bigness, it’s more productive. That's why 
The News carries more total linage than both other Detroit papers 
combined. USE THE NEWS! 


*Fifth Quinquennial Survey 


Weekday circulation 
472,191 
Sundays 588,989 
ABC 3/31/58 


Eastern Office.......260 Madison Ave., New York - Chicago Office.435 N. Michigan Ave., Tribune Tower 


Pacific Office........785 Market St., San Francisco Miami Beach... The Leonard Co., 311 Lincoln Road 
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Sales and distribution center of 
Northeastern North Dakota and 
Northwestern Minnesota—home of 
the state’s. university — Grand 
Forks serves a 16-county area of 
232,300 people who spend $277,- 
863,000 at retail. The Grand Forks 
Herald, with its 33,953 Sunday 
circulation, is a big influence in 
30% of all sales in Greater North 
Dakota. FAMILY WEEKLY wel- 
comes the Herald to its list of dis- 
tributing newspapers. The Herald 
wil] begin distributing FAMILY 
WEEKLY on August 17th. 


Aberdeen, South Dakota’s sec- 
ond largest market, is the whole- 
sale and retail buying center for 
over 125,000 people in a 14-county 
area noted for its great production 
of livestock, wheat, corn, barley 
and oats. It is a booming market 
with retail sales of $133,250,000. 
In the first four months of this 
year, retail sales gained 16% over 
the same period last year. The 
American-News with a Sunday cir- 
culation of 20,667 is read by nearly 
60% of the families in its trading 
area. FAMILY WEEKLY is proud 
to have the American-News begin 
distribution August 17th. 


Ashtabula, already one of Ohio’s busiest ports on Lake Erie, is set and 
ready for the opening of the St. Lawrence Waterway system with the ideal 
port not only for iron ore, but for goods and products from all parts of the 
world, With an annual industrial payroll of $78,694,356 plus an 
annual farm income of $13.9 million, Ashtabula is the buying center for 
98,020* people in Ashtabula county. With a Sunday circulation of 17,818, 
the Star-Beacon is an influential factor in the $132,270,000in retail sales 
in Ashtabula county. FAMILY WEEKLY welcomes the Star-Beacon to its 
long list of distributing newspapers beginning September 21. *clevelond Electric 


iMuminating Co., 1958 


The addition of these three newspapers plus the natural growth of 
FAMILY WEEKLY newspapers disclosed by the latest A.B.C. reports 
means that FAMILY WEEKLY now delivers to advertisers a bonus cir- 
culation of 167,943 copies over that shown on its current rate card. 


HE WORLD’S LARGEST MARKET THAT CAN BE | 
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of prosperous markets 
Family Weekly 
giant Supercity of Sales 


Now saturating 178 markets that account for 
$30,391,571,000 in retail sales 


With the addition of three fine newspapers, FAMILY WEEKLY 
further expands its coverage of America's mighty middle mar- 
kets, and increases its importance to advertisers. 


Here are facts to remember about 
FAMILY WEEKLY’s giant Supercity market: 


IT’S BIG: covering 178 markets that serve 26,914,900 people in 596 pros- 
perous counties from coast to coast. 


IT’S PROSPEROUS: with $30,391,571,000 in annual retail sales, 15.2% 
of all U.S. retail sales are made in a market saturated by FAMILY WEEKLY. 


IT’S SOLID: more than NINE out of every ten families in 178 cities—and 
an average of over 60% of all families in 596 counties where its coverage 
is 20% or more—read FAMILY WEEKLY each week. 


In size... in sales ...in saturation coverage, FAMILY WEEKLY's 178 Super- 
city market is essential to any national coverage picture. 


Alone, or in combination with other Sunday magazines, the local impact 
of FAMILY WEEKLY's fine colorgravure in 4,455,685 homes every Sun- 
day, makes it the ideal advertising buy for sure-fire, low-cost results. Your 
FAMILY WEEKLY representative invites you to make the Map Test to see how 
FAMILY WEEKLY completes your national coverage picture. Call him soon. 


FAMILY WEEKLY MAGAZINE, Inc. 
Leonard S. Davidow, President and Publisher 
163 North Michigan Avenue, Chicago 1 


NEW YORK 22, 405 Park Avenue 
DETROIT 2: 3-223 General Motors Building 
CLEVELAND 15: 604 Hanno Building 
LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenve 
SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 33 Post Street 
MIAMI 32: J. Bernard Cashion, Chamber of Commerce Building 


' REACHED IN SUCH DEPTH WITH A SINGLE ME 


r 

i 
7 
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ALABAMA: Anniston Star « Dothan Eagle « Florence- 
Sheffield-Tuscumbia-Muscle Shoals Times & Tri-Cities Daily 
e Gadsden Times ¢ Huntsville Times ¢ Tuscaloosa-Northport 
News. ARIZONA: Yuma Sun. ARKANSAS: Camden News 
e El Dorado News e Hot Springs Sentinel Record « 
Magnolia Banner-News ¢ Pine Bluff Commercial. 5 
CALIFORNIA: Bakersfield Californian « Eureka Humboldt 
Standard Times « Merced Sun-Star ¢ Monterey Peninsula 
Herald ¢ Ontario Upland Report ¢ Sacramento Union 
Santa Ana Register e Santa Barbara News Press 

Santa Rosa Press-Democrat ¢ Vallejo Times-Herald. 
COLORADO: Colorado Springs Gazette-Telegraph 
Grand Junction Sentinel « Pueblo Star-Journal & Chieftain. 
CONNECTICUT: New Haven Register. FLORIDA: 
Daytona Beach News Journal « Fort Lauderdale Sunday 
News & Sentinel « Fort Myers News-Press ¢ Gainesville 
Sun & Alachua County News ¢ Jacksonville Journal « 

Key West Citizen ¢ Panama City News Herald « 
Pensacola News-Journal ¢ Sarasota Herald-Tribune e 
Tallahassee Democrat « Tampa Times « West Palm Beach 
Palm Beach Post-Times. GEORGIA: Albany Herald « 
Gainesville Daily Times ¢ Rome News Tribune. 

IDAHO: Boise Statesman e Idaho Falls Post-Register « 
Lewiston Tribune ¢ Pocatello Idaho State Journal. 
ILLINOIS: Bloomington-Normal Pantagraph e 
Carbondale-Murphysboro-Herrin Southern Iilinoian « 
Champaign-Urbana News-Gazette « Danville Commercial 
News ¢ Kankakee Sunday Journal « La Salle-Peru- 
Oglesby News-Tribune e Quincy Herald-Whig « 
Springfield Sunday Journal Register. INDIANA: 
Anderson Herald ¢ Huntington Herald Press ¢ Kokomo 
Tribune ¢ Logansport Press ¢ Marion Chronicle Tribune « 
Muncie Star « New Albany Ledger & Tribune « 

Vincennes Sun-Commercial. IOWA: Council 

Bluffs Nonpareil ¢e Davenport Democrat & Times « 
Dubuque Telegraph-Herald ¢ Sioux City Sunday Journal 
e Waterloo Courier. KANSAS: Coffeyville Journal. 
KENTUCKY: Ashland Independent ¢ Bowling Green 

Park City News e Owensboro Messenger & Inquirer « 
Paducah Sun-Democrat. LOUISIANA: Bogalusa 

Sunday News e Lafayette Sunday Advertiser « 

Lake Charles American Press. MARYLAND: Cumberland 
Sunday Times. MASSACHUSETTS: Lowell Sun. 
MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 
Lea Tribune. MISSISSIPPI: Biloxi-Gulfport Herald 

e Greenville Delta Democrat-Times ¢ Meridian Star 
Natchez Times ¢ Tupelo Journal « Vicksburg Post Herald. 
MISSOURI: Jefferson City Capital News Post-Tribune « 
Springfield News & Ledger. NEVADA: Las Vegas 
Review-Journal « Reno State Journal. NEW HAMPSHIRE: 
Manchester Sunday News. NEW JERSEY: Asbury Park 
Press @ Atlantic City Press e New Brunswick Sunday Times « 
Trenton Times-Advertiser. NEW MEXICO: Hobbs News & 
Sun © Roswell Record « Santa Fe New Mexican. 

NEW YORK: Elmira Sunday Telegram « Niagara Falls 
Gazette « Poughkeepsie New Yorker e Utica Observer- 
Dispatch. NORTH CAROLINA: Concord Tribune « 
Fayetteville Observer ¢ High Point Enterprise ¢ Salisbury 
Post. NORTH DAKOTA: Grand Forks Herald. 

OHIO: Ashtabula Star-Beacon « Athens Messenger 
Canton Repository « Coshocton Tribune ¢ Ironton Tribune 
e Lima News ¢ Lorain Journal « Mansfield News Journal « 
Middletown Sunday News Journal e Zanesville Times 
Signal. OKLAHOMA: Altus Times-Democrat ¢ Bartlesville 
Examiner-Enterprise « Duncan Banner ¢ Enid News « 
Lawton Constitution-Press ¢ Muskogee Phoenix & Times- 
Democrat ¢ Shawnee News Star, OREGON: Eugene 
Register-Guard « Klamath Falls Herald & News « 
Medford Mail Tribune ¢ Salem Oregon Statesman. 
PENNSYLVANIA: Altoona Mirror « Lancaster Sunday 
News e Wilkes-Barre Sunday Independent. SOUTH 
CAROLINA: Anderson Independent « Florence News « 
Spartanburg Herald Journal. SOUTH DAKOTA: 
Aberdeen American-News ¢ Huron Huronite & Plainsman 

e Rapid City Journal. TENNESSEE: Jackson Sun « 
Kingsport Times News. TEXAS: Abilene Reporter News « 
Austin American Statesman @ Big Spring Herald « 
Brownsville Herald ¢ Denison Herald e Denton Record- 
Chronicle « Galveston News e Greenville Herald « 
Harlingen Star « Kilgore News Herald « Laredo Times 

e Lufkin News @ Marshall News-Messenger ¢ McAllen 
Monitor ¢ Midland Reporter-Telegram « Paris News « Port 
Arthur News e San Angelo Standard Times ¢ Texarkana 
Gazette e Tyler Courier-Times-Telegraph e Victoria 
Advocate ¢ Waco Tribune-Herald « Wichita Falls Times. 
UTAH: Logan Herald-Journal ¢, Ogden Standard-Examiner 
e Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register ¢ Lynchburg News « Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald « Walla Walla Union Bulletin e Wenatchee 
World e WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph « Fairmont Times West Virginian « 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Casper Tribune Herald & Star « Cheyenne 
Wyoming State Tribune e Rock Springs Sunday Miner. 


rte oe = hm as _ 7. fee 2 err yet Nit ea SV oe + * bs . - ane: - 
e sa ea ‘ ‘ig a ts "a : mr Z ates ~ wer c- . iy - : i“ , 
bia? ee a bs a aes aie “a . . — . : a i - r r a . igs : rs co i, oe si anes ‘ ae uae 3, 
“ ° s : ” * . 1 ea ¥ 
t : » 
| . 

a 

\ e "” 

RC 
ne 
7s 
Bit 
ge, 
les 
a 
wh 

’ ne 
; 1 oe 

‘ rk 

; ate 
‘Sen 

= ae 

ah 
} ea. 
4 
Sat 2 
ae | 
f ae 
; Lae 
deat 
PoE 
mee 
, ee 
} ; 
= 
t eer 
; | ae 
| ; e 
] +. 
| ee 
\ asters 
i rect 
ia as 
; art Ste 
oyag 
| as 
| chasis 
| ian 
i eras 
ii vets 
i ant 
} Bina 
| eA 
} eS yee 
1 eel 
{ Bri? 
iW aad 
{ os 4 
} aa: 
| | oo. 
ce 
i a eis 
: Saeahehe 
es 
fe, 
a f dpe! 
; I < 
Sie 
hae 
potas. 
ee . | 
aie 
ie ad 
fin ey, 
‘ . 
See 
Pim f 
ee | 
ag, 
Pitre 
=) 
4 
“Ser 
Tete 
: Jah aa, 
io) 
AM ie ‘ 
rae 
aa 
a 
i ‘apace 
y a 
fat he 
; ! : 
| at 
\ “ f san 
' eg 
tt ae 
CS 
, t ae 
; ies 
' ‘ rite 
i 
plicg 
- 
Ss ae 
> & 
to 
ee ne 3 
ae 
sees 
a 
s) - 
* 3 
bey 
Sth 
a) 
te 
8 8 NS Ne a PRE” Clg I Re ER SE NS me Se Ps arr al ae | ee Dae cena ay ac all AE 5 get ; come 
ERR ee ee en — oS Se eT as R= 15 a MER BR Aad. Vesa a Mae g coatras Ei 5 oe Wages seat ES : a sie) tiny” * 3 Res 
es x 
ae 
iJ ke 
won 
. ‘ - ay Mies _ 
A . , 7 G vi 7 7 : fai 7 bad F a : , i a. 7 oe 
et nt Ree” he, ewes ow) 
& 
Po aire — 
¥ a. Ge tite: amy, 


30 Advertising Age, August 18, 1958 


|Warren Named Ad Manager NORTH POLE SUBS 


Robert S. Warren has been 


every-week advertising from named advertising manager of BOTH POWERED BY 


Cooper-Bessemer Corp., Mount 


Vernon, O. Mr. Warren joined 

A&P KROGER |Cooper-Bessemer in 1945 and lat- WESTINGHOUSE 
' ' ler became associated with Gris- ATOMIC ENGINES 

wold-Eshleman, Cleveland, as 

NATIONAL & JEWEL account executive on the Cooper- 

Bessemer Corp. account and other 

industrial accounts. He fills a post 

..+ enables The Gary Post-Tribune to pub- left vacant by the sudden death 

lish more retail food advertising than any |“ "'#°n¢ ®: Bonnist. 

Chicago newspaper except the Daily News. = ‘Suburbia’ Names Thompson 


1-USS NAUTILUS 
' ~ 


James L. Thompson, formerly et. 
These chains know food advertising. To meet competition, they | With Henry I. Christal Co., New Se hte 
need more coverage in a 211,357 population city (zone) than 2500 | York, has been appointed adver- rermaewc come 
Chicago Daily News’ or 10,000 Tribunes can offer. In Gary, the | tising manager of Suburbia To- Eade 
chains want to sell everybody ...80 they tell everybody with | day, a new supplement set for| - vee 
55,300 Gary Post-Tribunes each Thursday. publication in January (AA, May| | —_ 
5). ; 
THE GARY POST-TRIBUNE  2utict joins ‘House & Garden ae 
Richard Bullock, formerly ad- SS 
Gary’s Only Daily and Sunday Newspaper vertising manager of U. S. Gyp- vou can 01 SURE ..w ns Westinghouse 


sum in Canada, has joined House 


& Garden as building editor. DOUBLE TAKE—The day its ad telling 


of Westinghouse’s role in powering 
the Nautilus appeared, headlines in 
the same dailies told of the Skate’s 
polar crossing. So, Aug. 14 and 15, 
this second ad was rushed out, re- 
inforcing the first. 


Speed Got Credit 
for Westinghouse 
in Nautilus Ad 


(Continued from Page 2) 
H. Bolin, Westinghouse director 
of advertising, and E. W. Seay, 
the company’s manager of adver- 
tising. 

They immediately called H. Vin- 
cent Drayne, KM&G vp and 
supervisor of the Westinghouse 
account. Preliminary planning 
started at once. 

Messrs. Bolin and Seay spent 
much of Saturday working out the 
details of copy, layout and media 
selection with Mr. Drayne and 
other agency personnel. 

The final layout was completed 
at Mr. Bolin’s suburban home, in 
a conference around his dining 
room table, early Sunday morning. 

By 5 p.m. that day, Aug. 10, 
the plastic mats had been pressed 
and were on their way. 


GRAND RAPIDS, MICHIGAN [5+ ‘je 


One of America’s 


TOP TESTING 
MARKETS 


| ISOLATED MARKET— 147 miles from Detroit. 172 
miles from Chicago. 167 miles from Toledo. 


[| BALANCED ECONOMY —600 manufacturers in over 
300 diversified industries. 


| TYPICAL POPULATION—338,100 (Metropolitan 
Area) —92% native born. 8% foreign born. 


HIGH INCOME—FEffective Buying Income: $6,109 per 
household—3% above national average. 


( EXCELLENT MARKETING FACILITIES— 
Grand Rapids is the wholesale and retail marketing center 
of the 23-county West Michigan area. 


| FAVORED FOR TESTING—Companies who have 
already tested products in Grand Rapids include: The Toni 
Co., Pillsbury Mills, Lever Brothers, Proctor & Gamble, 
Colgate-Palmolive, Battle Creek Foods, Bristol-Myers. 


SATURATION COVERAGE 
...» ONE LOW COST 


100% family coverage of the Grand Rapids City Zone and 
63% coverage of the Retail Trading Zone is now possible Ps as. 

through the combined circulations of The Grand Rapids | sean avrcet based on interviews conducted by 
Morning Herald and Evening Press. And this coverage is ae (168,598 circulation’ —— ee 


s Incidentally, it was necessary 
ROP CSLOR to obtain Atomic Energy Commis- 
DAILY sion approval of the ad copy, since 
the ad duly notes: “The atomic 
reactor for the Nautilus was de- 
veloped under the direction of and 
in technical cooperation with the 
naval reactors branch of the U.S. 
Atomic Energy Commission.” 

Ordinarily, it takes several 
en , " weeks or longer to get AEC ap- 

7a . proval on such a matter, but this 
time, AEC came through in 24 
hours. + 


‘Herald Express’ Report Set 
The Los Angeles Herald-Ex- 
press will publish its “Top Ten 
Brands” market report in Septem- 
ber, reporting competitive posi- 
tions and consumer preferences 
a for various newspaper advertis- 
ae ers’ brands in the Los Angeles 
ak a market. The consumer report is 


available at one low rate—50¢ per line. Usa pee Combined Morning & Evening 


Western Agencies Hit 918 
There are now 918 agencies in 


* ABC Publisher Statements, March 31, 1958 


the West, according to the 1958 
THE GRAND RAPIDS PRESS “Who’s Who in Western Adver- 
EVENING tising” in the August issue of 


Western Advertising. The maga- 
zine’s guide to western advertis- 
ers, agencies, media and media 
representatives also lists nearly 
4,000 non-local advertisers in the 
11 western states plus some 292 
Booth Michigan Newspapers media and media representatives. 


THE GRAND RAPIDS HERALD 
MORNING + SUNDAY 


INC. 


National 


SAWYER-FERGUSON-WALKER COMPANY, 


Representatives: 
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METROPOLITAN 
KANSAS CITY NOW 


voweos'y  POPULATION 1,017,000 


Counties) 


(All Within 25 Miles of Downtown Kansas City) 


| BOW eran 
CONSUMER EXPENDABLE INCOME :2,151,625,000 


(17th Among Metropolitan Markets) 


These are impressive figures. They denote a market of giant size. Yet large as it is, the Kansas City Metropolitan 
Area is not the complete market picture. The true economic and geographic “Heart of America” is the city’s 
100-mile drive-in territory, a big, unified, self-contained trade area of 1,922,700 population. It embraces 

many of the most prosperous counties in Missouri and Kansas. 


Knit together by splendid hard-surface highways . . . free of mountains, lakes or other trade barriers 
. » « this 100-mile drive-in territory is easily and profitably served by Kansas City retailers and distributors. 


In Kansas City and the 100-mile drive-in area, nearly 350,000 families receive The Kansas City Star. Here is 
true depth of penetration. Here is mass sales coverage of the 17th largest market in America, a market which is 
now experiencing one of the most remarkable comebacks in Mid-West agricultural history. 


THE KANSAS CITY STAR 


Read Daily by More Than One Million Persons 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 Webster 9.0532 Murray Hill 3-616) Garfield 1-2003 
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174 stations have made tremendous profits with strip 
programming! Even in its fourth, fifth, sixth — or seventh run, 
“My Little Margie” has topped leading network, syndicated 
and local shows...a top money-maker for every station 

that has bought it. 126 sparkling episodes available. 


Ratings prove “My Little Margie” is still No. 1! 
Houston-Galveston . . . 6:00 PM... 23.8 A.R.B.... 5th Run 
Against “World At Large” / ‘“‘Newsreel” Av. 14.7, 

“TV News” & “ABC News” 11.2 

New Orleans . . . 4:30 PM... 22.1 A.R.B.... 4th Run 
Against “American Bandstand” 12.4, “Four Most Features” 8.1 
St. Louis... 4:30 PM... 18.2 A.R.B.... 4th Run 

Against “Gil Newsome” 3.7, “Do You Trust Your Wife?” 3.5 
Birmingham . . . 5:00 PM... 18.3 A.R.B.... 3rd Run 
Against “Fun at Five” 12.0 

Buffalo ... 10:00 AM... 13.5 A.R.B.... 4th Run 

Against “Garry Moore” 6.1, “Arlene Francis” .7 


Call the leader 
in strip 
programming 


a 
irs. 


REPRESENTATIVES: 
Atlanta * Atwood 9610 
Beverly Hills * Crestview 6.3528 
# Chicago * Dearborn 2-5246 

i Cincinnati ¢ Cherry 1-4088 
Quay 


\ | Dallas * Emerson 8-7467 
WN Da Fayetteville * Hillcrest 2-5485 
Ft. Lauderdale * Logan 6-1981 

OFFICIAL FILMS, Inc. Minneapolis * Walnut 2-2743 


25 West 45 St., New York San Francisco * Juniper 5-3313 
PLaza 7-0100 St. Louis * Yorktown 5-9231 
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Larson Joins Holland-America | publicity and advertising staff of 
John W. Larson, formerly with|the Holland-America Line, New 
Hearst Magazines, has joined the | York. 


We're Cape Codding it right here. 


Vacation season or not, 
our art and production 
staffs are on the 

gu/ vive to handle your 
major promotional art 
requirements quickly 
and smartly. And even 
happily. Just cal/ 

MU 33-8275 

which /s really 


RAPID ART SERVICE, INC. 


304 East 45th Street, 
New York 17, N. Y. 


@ ART STUDIO « TYPE SETTING « LETTER PRESS + SILK SCREEN + BOX EASELS & BINDERS @ 
SOOSSOHEHSHHHSHSHHEHSESHEHESESEHESESEEEHESESESESE 


| Department Store Sales... 


Sales Rise 1% in Week Ending Aug. 9 


WasHIncton, Aug. 14—Depart- 
ment store sales across the nation 
during the week ending Aug. 9 
were 1% ahead of sales for the 
similar week of 1957, the Federal 
Reserve Board reported today. 

For the four weeks ending that 
date sales were 2% ahead and for 
the year to date they were 2% be- 
hind. 


es Of the 12 FRB districts, four 
reported losses: New York, 1%; 
Cleveland, 2%; Chicago, 5%; and 
Minneapolis, 5%. The remaining 
districts showed gains as follows: 
Boston, 1%; Philadelphia, 3%; 
Richmond, 3%; Atlanta, 10%; St. 
Louis, 2%; Kansas City, 7%; and 
Dallas and San Francisco, each 
3%. 

Detailed breakdown of these 
districts’ sales will be ready next 


week. Sales for the prior two 
weeks broke down as follows: 


% Change from ‘57 
Week Ending 


Federal Reserve July Aug. 
District, Area, and City 26 2 
UNITED STATES .............-... + 3 +3 
Boston District ...................... +7 +15 
Metropolitan Areas 
pS RSD at +9 +21 
Downtown Boston ............ +7 +18 
Suburban Boston ............ +13 +26 
Cambridge +21 
Quiney’ ............:.... +12 
I dicscckssnibatiintninintienadiitans —9 
City 
I iis icieennecncnceersnes —5 +3 
New York District ................. r+ 3 +4 
Metropolitan Areas 
IID ccsntecessesennenscnonesevesccnpanes r— 3 +2 
New York-N.E. 
New Jersey +4 +4 
Newark .......... r— 2 —3 
NEE el SN +2 0 
III crteetinnetitictinnncn —1 +8 
SR —8 +5 
Philadelphia District... +5 +8 


Metropolitan Areas 


There's 


more 
to an 
iceberg 
than 
meets 
the eye 


ere's more 


0 Salt Lake than- 


On the surface, Salt Lake looks like an average market 


of % million. Buc when you advertrse in Salt Lake's 
two metropolitan newspapers with 4-state circulation, 
you get deep penetration that opens the door to a 
million more prosperous prospects. The great Salt Lake 
Intermountain market with its 1/3 million persons 1s 
an exceptional market that's the exception to buying 
just the "First 20" markets. 


(MORNING & SUNDAY) 


Che Salt Lake Cribune 


DESERET NEWS ano 
Salt Lake Telegram (EVENING) 
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Department Store 
Sales Barometer 


Change from 1957 
Week Ended +1 
Aug. 9. ‘58 % 
Jan. 1, ‘58 to 2% 
Aug. 9, ‘58 ™ zn /0 
WIM Bt .....ccececccceceeeseeee =~ i +12 
EINES - Neickebeacigmbtnencisniewnes — 6 +18 
Lancaster ...... r+ 9 +28 
Philadelphia r+7 +7 
Reading ...... —4 43 
Scranton ........ r+10 +12 
Wilkes-Barre— . —6 +3 
Cleveland District ................ —2 —1 
Metropolitan Areas 
Lexington —2 
Akron —4 
IEE * diittihiniscaminntueainbtipadiid —9 
Cincinnati +6 
Cleveland —1 
Downtown Cleveland ...... —16 —4 
IIIT wecnictenssbnimiitentiotncenien + 5 
Springfield —15 
Youngstown —12 
eae —5 
ED ss iosicstitsiaieoceninaennese —4 
Downtown Pittsburgh .. + 1 —7 
Wheeling-Steubenville ... — 5 +1 
Richmond District .................. +7 +5 
Metropolitan Areas 
WRI, secieeemicinnicnens r+12 +9 
Downtown Washington .. r+11 + 6 
pS RR r+ 5 +3 
Downtown Baltimore ... r+ 2 —1 
J Pe > Se | 0 
Atlanta District ........................ +6 11 
Metropolitan Areas 
Birmingham ................. + +26 
Mobile + —6 
Jacksonville - + +4 
Miami r+ +6 
Downtown Miami ............ r+ +6 
EE eeimnitttninnee: a +18 
Augusta ............... r+ +2 
New Orleans .... a +3 
Knoxville .......... — —2 
Chicago District ...................... ne —1 


Metropolitan Areas 
Chicago 


LI 


eaonus eoanogwnh eorkaonwt fe ae 
+ 


c2uweoaon 


st 


Minneapolis District ............ 
Metropolitan Areas 
Mpls.-St. Paul ................... — 6 

Mpls. and Suburbs .......... —7 
ee 
Cities 

Duluth-Superior ............. . —8 

Kansas City District ........ +10 
Metropolitan Areas 
Denver 


l++++ +++] 
ware yon 


|+t++ 


+ 
= 
[++ ++ 
“he ~ 


_ 
@eecoosoar~ 


Kansas City ..... 
St. Joseph ......... na 
Albuquerque ........ ~ “oe. 
Oklahoma City .................... +9 
Tulsa 


oo 
ix) 
| 


City 
Joplin 
Dallas District 


+ 
s 
1+ ++ 


Dallas 


| ++ | 
mOouNwUae 


Metropolitan Areas 

Los Angeles-Long Beach + 5 3 
Downtown Los Angeles — 4 0 
Westside Los Angeles ... +16 0 


San Francisco District ........ +3 r+ 
+ 


Sacramento ..... +6 —13 
San Diego ...... +11 +12 
San Francisco-Oakl —4 +2 
San Francisco City .......... +3 —2 
= aaa w- —26 —13 
Portland ................. -_ +2 —2 
Salt Lake City - +3 +5 
Seattle .......... _—7 —3 
Spokane .. +1 —1 
Tacoma — 3 —5 


r—Revised. *Data not available. 


DESCRIPTIVE OUTLINE 

ALL MERCHANDISING 

SERVICES AVAILABLE 
FOR YOUR PRODUCT IN NY 


| SPANISH-PUERTO RICAN | 
MARKET 


Station WWRL 
Woodside 77, 
New York City 
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\FR Corp. Names Lampert ic fan magazines and dealer pub-| EWRR Gets 2 Cohu Divisions | Laboratories Inc., Hingham, Mass., 

FR Corp., New York, manufac- lications will be used to introduce Erwin Wasey, Ruthrauff & Ryan, and Millivac Instruments, Schenec- 
turer and distributor of photo-|a new electronic flash. Herbert A.|Los Angeles, has been named to|tady, N. Y. EWRR’s Los Angeles 
graphic materials, has appointed|Kuscher, formerly ad manager of | handle advertising for two new di- | office has represented another Co- 
Lampert Agency, New York, to|FR, has joined the agency as ac-| visions of Cohu Electronics Inc.,|hu division—the Kin Tel Co., San 
| handle its advertising. Photograph-| count executive on the FR account. San Diego. The accounts are Massa! Diego—for more than a year. 


ae Se @& 


WORLDS LARGEST AIMLINE WORLD 6 MOST PERSONAL SERVICE 


24-HOUR DUTY—“The galley is never 
closed. The steward never sleeps,” 
says this Air France ad scheduled 
for Holiday, The New Yorker, So- 
cial Spectator, Time and U.S. News 
& World Report in September. Bat- 
ten, Barton, Durstine & Osborn, 
New York, is the agency. 


Optometrists Group 
Powerless to Block 
Ads, Court Rules 


MapIson, Wis., Aug. 12—The 
right to advertise has been won by 
a Milwaukee optometrist. 

Sheldon Stone, an optometrist 
with two Milwaukee offices, uses 
a neon advertising sign, newspaper 
advertising and window displays 
in promoting his business. Because 
of this the Wisconsin Board of 
Examiners in Optometry ordered 
suspension of his license charging 
the sign, ads and displays violated 
board rules. 

Mr. Stone appealed the suspen- 
sion to Dane County circuit court 
where Judge Richard W. Bardwell 
upheld Stone’s claim that the board 
went beyond its statutory authority 
in making the rules governing ad- 
vertising. 


s “This is a matter of professional 
ethics,” the judge said, “and our 
high court has ruled that optom- 
etry is not a profession and may be 
practiced by corporations, some- 
thing expressly prohibited to the 


learned professions.” 

The suspension order was or-| 
dered set aside. Stone’s license had | 
not been suspended, though it was 
so ordered on April 29, 1957, be- | 
cause the state attorney general’s 
office decided to make it a test 
case. + 


Marlon Builds in Israel 


Marlon Products Inc., a new 
company owned 60% by Mark D. 
Soroko, a vp of Revlon Inc., New 
York, has announced plans to 
build a $1,200,000 cosmetics and 
pharmaceuticals plant this year in 
Israel. The company will export 
about 80% of its output to 19 
middle eastern nations under ex- 
clusive rights from Revlon. The 
Israeli government will lend $700,- 
000 for the construction. 


Promotes Harold Anderson 
Harold Anderson, associate sales 
manager of the special contracts 
division at International Silver Co., 
Meriden, Conn., has been promoted 
to sales manager of grocery opera- 
tions, in charge of designing and 
planning premium promotions for 
independent and chain grocers. 


Rockelein Joins McKinney | 

Laurence A. Rockelein, former- | 
ly copy chief of Ruthrauff & 
Ryan, Detroit, has joined Harris | 
D. McKinney Inc., Philadelphia, | 
as copy director. Mr. Rockelein | 
succeeds Roy Van Hook, now a 
free lance writer. 


NOW ONE 


ONE COMBINATION—the Copley 


COMBINATION 
SAVES 31% 


Newspaper Group—unlocks the Greater 
Los Angeles ‘‘Hometown"’ Market. 
ONE ORDER buys eight daily news- 
papers, plus their 15 supplementary 
weeklies, with a total circulation of 
416,888 !* 

That total represents more than 
90% of the families in this great 
market-within-a-market. 
ONE DISCOUNTED RATE 
buys the entire combina- 
tion—all 23 newspapers 
for just $1.38 a line. EAGLE ROCK 
That's 63c a line less than 
the total of individual rates 
...a@ Saving of 31%! 

ONE ORDER...ONE 
RATE...ONE COMBINATION 
...ONE GREAT BUY...giving 
you penetrating, ‘‘hometown"’ cov- 


erage of 31 key communities in this 


3ILYVNG 


rich and responsive market. 


“The Ring Cy of Truth” 
COPLEY NEWSPAPERS 


THE GREATER LOS ANGELES GROUP: 


DAILY NEWSPAPERS | Aihambra Post-Advocate... Burbank Daily Review...Culver City 
Star-News & Vanguard...Glendale News-Press...ingiewood Daily News...Monrovia Daily 
News-Post...South Bay Daily Breeze...San Pedro Daily News-Pilot « SUPPLEMENTARY 
WEEKLIES 
Review Shopping News...Culver-Palms Advertis« 


Alhambra Post-Advocate Shopper...£! Monte Post-Advocate...Burbank 
r...Mar Vista Advertiser...Venice 


Advertiser... Baldwin Hills Advertiser...Glendale News-Press Shopper... Hawthorne Citizen 
Lennox Citizen...Westchester Citizen... Monrovia-Duarte News-Advertiser...South Bay 
Breezer Advertiser...South Bay Breeze Peninsula Advertiser...San Pedro News-Pilot 
*Circulation total includes 98,367 A.B.C. Daily Paid, balance Guaranteed Controlled Circulatior 

For the complete story, write: 


WEST-HOLLIDAY CO., INC., 52) 


West Seventh Street, Los Angeles 14, California 
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FTC Examiner Again Asks 
for Dismissal of Evis Charges 
Federal Trade Commission has 
announced that for the second time 
a hearing examiner has recom- 
mended dismissal of charges 
against Evis Mfg. Co., San Fran- 
cisco, which makes a water con- 
ditioner unit. The case involves 
scientific claims made for the Evis 
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NEW BRUNSWICK, NEW JERSEY 


isystem. The initial decision had 
|\dismissed charges of misrepresen- 
|tation on ground that the evidence 
jsupporting the complaint was le- 
gally inadequate. 

| FTC set aside the decision and 
jremanded the case to the exam- 
| iner for further hearings. The ex- 
aminer was confronted with state- 
|ments from satisfied users which 
iconflicted with scientific testimony 
iclaiming the product to be worth- 
jless. He ruled that the burden of 
|proof had not been sustained and 
\that the complaint should be dis- 
| missed. 


Hearst Abolishes PR Unit 

| Hearst Magazines, New York, 
| has abolished its publicity depart- 
|}ment as of Aug. 1 with publicity 
reverting to the promotion man- 
| agers of Hearst’s various maga- 
zines. About eight persons were 
eng noerpe by the change, described 
as “an economy move.” 


‘Cue’ Names Gore Agency 

Cue, New York entertainment 
weekly, has appointed Gore Smith 
Greenland Inc. to handle its adver- 
tising. The magazine will use a se- 
ries of “off-beat” ads in metropol- 
itan newspapers to reach potential 
advertisers. B. W. Frisch & Co. is 
the previous agency. 


Sales ‘Cannibalism’ 
in Radio Hurting 
Industry: Swatford 


New YorK, Aug. 12—A charge 
of programming and sales “canni- 
balism” was hurled against radio 
broadcasters here last week by 
Thomas J. Swafford, sales manager 
of WCBS, New York. The radio 
station executive criticized the in- 
dustry’s excessive competitiveness 
|in a speech before the admen’s 
post of the American Legion. 

“T learned the other day of a 
station I know well that had found 
itself in trouble,” Mr. Swafford 
\said. “Ratings were down—sales 
were in a nose dive. How did they 
face up to the problem? Did they 
jattempt to analyze their own 
position in the market and try 
to determine what position they 
wanted to achieve? Did they decide 
what portion of the market they 
wanted to reach and serve? 

“No. They simply sent for off- 
the-air recordings of three suc- 
cessful stations. They simply lis- 
tened to the records, cherry-picked 
the gimmicks that appealed to 
them and suddenly they had a 
programming structure. 


s “But it’s not just on the air that 


215 WEST SUPERIOR STREET, 


He missed the boat. sven now it will be slipping through the 
lock and onto the Lake, its carefree passengers looking back on the 
dazzling panorama in steel and stone . . . back on a City at play, 
a City at work. A City where SUPERIOR ENGRAVING 
has a full crew of 45 to say “welcome aboard” any night. 


For Superior Service, Superior Quality. . . 


at 
CALL 
call SUPERIOR now! 
CHICAGO 10, ILLINOIS DAY 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


} SUcerior 7-7070 


No Wonder! It’s the perfect high-protein hot weather dish! 
Gill Netters is the salmon tamed for its delicate favor 
firm texture, rich, red color. Packed minutes after the 
catch! The international gourmet favorite for 60 years 
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ALEX ROMAN IS UNFAIR TO THE 
POT ROAST AT |ROSOFF'S| 


He demands their GILL NETTERS SALMON 


PIN-POINTED—Research that shows that 75% of all canned salmon in 
the New York area is bought by Jewish housewives in the medium 
to upper-income groups was responsible for the advertising theme 
taken by Whitney & Co. for its Gill Netters Best salmon, the com- 
pany says. Whitney, which took over management of the 60-year-old 
brand several months ago, plans to broaden its distribution. Car 
cards like this and newspaper ads are being used in the New York 
area. Fairfax Inc., New York, is the agency. 


radio stations gobble up each 
other’s time,” Mr. Swafford con- 
tinued. “The same cannibalism 
carries over into sales. Let a radio 
salesman come back to report to 
his sales manager on an account 
he’s been pitching, and let him 
say the account has decided to 
buy tv... or any other medium. 
Chances are the sales manager will 
shrug, sigh, then philosophize, 
‘Well, you can’t win ’em all.’ 

“But let the same radio sales- 
man trudge back to report the ac- 
count bought another radio station 
and there’s hell to pay. We’re in- 
clined to lose sight of the main 
competition. And where does that 
competition lie? Why it’s other 
media—television, newspapers, di- 
|rect mail, anything that isn’t ra- 
dio.” 

Denouncing as calamity howlers 
persons who proclaim that this or 
that segment of the radio industry 
is dead—this or that radio station 
dying, Mr. Swafford said: “No 
segment is dead or dying. To an- 
nounce the imminent demise of 
any segment of the radio industry 
is to rob the entire industry of 
some of its vitality. Advertisers 
constantly subjected to a barrage 
of premature obituaries can’t help 
|but begin to question the health 
lof the entire medium.” 


|# Mr. Swafford contrasted the in- 
tramural battling in the radio 


|industry with the attitude of other | 


is big enough for both the New 
York Post and the Chicago Tri- 
bune. Even though big newspapers 
are actually dying, neither the 
Post nor the Tribune has an- 
nounced the imminent demise of 
the other. Magazines run the ga- 
mut from Playboy to Fortune, but 
if Playboy has predicted the im- 
pending death of Fortune, I’ve 
missed it. But many magazines 
have died. Remember Collier’s?” 

Despite these dire predictions, 
Mr. Swafford pointed out that no 
radio station in a major market has 
ever turned in its license. He added 
that he didn’t know of any station 
anywhere ever throwing in the 
towel. Mr. Swafford concluded by 
calling on radio, “‘a big boy of 40, 
to act his age.” + 


Caribbean ‘Digest’ Boosts 
Circulation and Ad Rates 

Effective with the January, 1959, 
issue, the Caribbean edition of the 
Reader’s Digest will increase its 
circulation base from 400,000 to 
430,000 and its one-time b&w page 
rate from $1,765 to $1,940. The 
one-time color page rate will move 
from $2,205 to $2,425. 


N. Y. Agency Opens Branch 
Doherty, Clifford, Steers & 
Shenfield, New York, has opened 
a branch office at 8776 Sunset 
Blvd., Hollywood, Cal. Russell C. 
Ambruster is in charge of the 


media: “The world of newspapers | West Coast operation. 
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TEST it here... 
... SELL it here 


In world’s No. 1 test: center, 
Cape Canaveral, Orlando, and 
Central Florida. Our population 
has doubled since 1950 with 
people from all over America. 
New Orlando ABC City Zone 
is 171,168. We dominate five 
counties [population of 400,000] 
by more than 5-1 margin over 
Miami, Tampa, Jacksonville 
Papers. 


Orlando Sentinel-Star 
Ask Branham 
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Ford's Copeland Retires 

Robert F. G. Copeland, who had 
been on medical leave from his 
post as acting director of the prod- 
uct advertising and sales promo- 
tion office, Ford Motor Co., since 
May 1, has retired. He had been 
manager of the Detroit office of 
the Kudner Agency, and had a 
similar post with Batten, Barton, 
Durstine & Osborn before joining 
Ford in 1948 as advertising and 
sales manager of the Lincoln- 
Mercury division. He was for a 
time assistant general sales man- 
ager of the Edsel division. 


Stearns to Ried] & Freede 

Mrs. Janet Gilbert Stearns, for- 
merly a media buyer with Doyle 
Dane Bernbach Inc. and Bryan 
Houston Inc., has been appointed 
media director of Riedl & Freede, 
Clifton, N. J. 


C. J]. LaRoche Moves 

C. J. LaRoche & Co. has moved 
its New York offices from 247 
Park Ave. to the new building at 
575 Lexington Ave. 


PHONE NOW! 
MARKETS 
SNAPPED UP 
EVERY DAY! 


ORK 
UNADENTIAL 


starring 


LEE TRACY 


Produced on location! Most 
fabulous city in the world! 
Never before filmed for local 
market television! © 


midwest regional! Schaefer 
Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 


Choice markets still available! 
Phone now! —PLaza 5-2100 


Television Programs of America, Inc, 
488 Madison Avenue - New York 22 


Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
SS 


ASME Publication 
Studies Executives’ 
Purchasing Role 


New York, Aug. 12—To deter- 
mine the buying and design influ- 
ences of mechanical engineers, 
Mechanical Engineering, a publica- 
tion of the American Society of 
Mechanical Engineers, has just 
completed a survey designed spe- 
cifically to detail these influences 
exerted by the publication’s read- 
ers. 

The survey, involving 687 mem- 
bers of the ASME, covers 64 items 
of plant equipment and product 
components. 

Of the 687 questionnaires mailed, 
usable returns numbered 295, or 
42.9%. 


# On the question, “Do you design 
the product your company sells?” 
121 or 41% of the 295 respondents 
said yes, and 199 or 67.4% of the 
respondents said they influenced 
the design of the product sold by 
their companies. 

No similar breakdown has been 
made on the extent to which re- 
spondents influence purchases of 
plant equipment and product com- 
ponents. However, the complete 
breakdown is given for each of the 
64 items covered in the survey. 

On materials handling equip- 
ment, for instance, the survey 
shows that 26.8% of the 295 re- 
spondents authorize, specify or de- 
cide the equipment to be bought; 
on instrumentation and controls, 
the percentage is 34.6; on lubri- 
cants it is 20%; on machine tools 
| 18.3%; on air conditioning 21%; on 
drafting equipment 27.8%; on elec- 
tro-mechanical testing equipment 
27.8%. 

Warren Langer, sales promotion 
manager of Mechanical Engineer- 
ing, says that these studies will be 
further developed on a continuing 
basis together with a readership 


the publication. 


# A pilot readership study of ad- 


|vertising pages carried in the 
| March issue, conducted for the so- 
|ciety by Barnard Inc., indicates 
that 55.3% of respondents noted 
| the 31 b&w page units in that issue; 
36% noted the headlines and 15.5% 
|read the ads partially. Of the 24 
|color pages, 57% noted them; 37% 
|read the heads, and 17% read the 
jads partially. = 


a 


Gamble-Skogmo Buys Large 
Share of Western Auto Stock 

Gamble-Skogmo, Minneapolis, 
retail and wholesale merchandiser, 
has purchased 1,256,000 shares of 
common stock of Western Auto 
| Supply Co., Kansas City, Mo., out 
of 3,005,472 shares outstanding. 
The stock was purchased from 
John C. Udd, board chairman. of 
Western Auto, and Robert Den- 
man, director of Western Auto 
and president of Denman Enter- 
prises Ltd. Mr. Udd continues as 
board chairman. 

Western Auto, national retail 
|and wholesale distributor of auto 
|supplies, household appliances, 
sporting goods and hardware, 
operates more than 350 stores and 
has over 3,600 dealers who dis- 
tribute merchandise from 16 ware- 
houses. Gamble-Skogmo operates 
300 company-owned stores and has 
1,800 authorized dealers. 


| Movie Added to Male Apparel 

‘Dress Right’ Campaign 

| Asa part of its “Dress Right” 
campaign, the American Institute 
of Men’s & Boys’ Wear, New York 


Assn. of Men’s Apparel Clubs, has 
produced a 14-minute, color mo- 
tion picture, “The Cut of Your 
Jib.” National distribution of the 
film will begin Sept. 1. Showings 
will include tv, club and industria] 
audiences. 


analysis of the advertising pages of | 


Schools 


Business 


"publications of 
Ff. W. DODGE 
CORPORATION 


in cooperation with the National | 


Hospital buying is going UP 


keep sales up with 


The Modern 
Hospital 


> School buying is going UP 


keep sales up with 


The Nation’s 
> College buying is going UP ie a 


keep sales up with 
College and University 


fi 


In the last decade hospital beds have increased from 


1.4 million to 1.6 million and occupancy has increased Re. 


from 79.5% to 84.3% 
served annually has grown from 15.6 million to 22 mil- 


of capacity. Number of people 
lion. Hospital operating expenditures have increased in 
ten years from $1.9 billion to $6 billion. Since the war, 
nearly $8 billion has been spent for new hospital facili- 
ties, with nearly $870 million spent in 1957—with an in- 
crease of 3% in 1958 (through May). Over 888,000 
new beds are needed to meet present shortage....In 
this market THe Mopern Hospirat has been the undis- 
puted leader for forty-five years: the only inducement- 


So Gs 
as 


free circulation, 80% inducement-free subscription re- 
newals, 22% more advertising than the second magazine 
(first 6 months of 1958). About one-fourth of all hos- 
pital market advertisers use THe Mopern Hospirat ex- 
clusively. Ask for free fact book: “The Hospital Market?’ 


School enrollment, now 33 million, will rise to 36 mil- 
lion pupils next year, to be educated at a cost of $400+- 
per pupil per year. Postwar construction expenditure 
for educational facilities of $22 billion still leaves seri- 
ous classroom shortage. 1958 construction of $3 billion 
will be exceeded in 1959, Classrooms now planned or 
under construction total 512,000 at of $30- 
$35,000 per classroom...In the vast public school 
market, THe Nation’s ScHoo.s has been the leader in 
paid school administrator circulation for 22 years (now 
at all-time high of 9280), the leader in advertising vol- 
ume for 15 years. During the first seven months of 1958 
Tue Nation’s ScHOoLs carried 78514 pages of adver- 
tising—a lead of 102 pages over the second magazine. 


a cost 


Here is the top coverage and the greatest impact on the 
top management group in the public school market. 


he . an 
College enrollment rose from a prewar total of 1.5 mil- 
lion to a 1957 record of 3.4 million and will reach 3.9 
million by 1960. To meet this need, colleges spent $1.8 
billion for new facilities from 1951-1955, plan to spend 
another $3.6 billion by 1960..A third of college popula- 
tion is now housed in college-owned facilities; half the 
students are fed in college dining halls and snack bars 
—at a raw food cost of $241 million annually. This fall 
3.6 million students will be admitted to colleges and 
universities,... COLLEGE AND University Business is the 
only magazine serving the decision-making non-aca- 
demic administrators—business managers, purchasing 
agents, directors of food service, housing, student cen- 
ters. COLLEGE AND University Business serves this im- 
portant group thoroughly and exclusively—the direct 
channel of communication with the total buying influ- 
ence in the market of higher education. Ask for “The 
College Market” or “College Feeding?’ two new, fact 
packed booklets. 


The Modern Hospital Publishing Co., Inc. 


919 N. MICHIGAN AVENUE., CHICAGO 11, ILLINOIS 
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Ziv Signs Two Sponsors |kets with Brown & Williamson|ler & Calvert is agency for Stroh 
Stroh Brewing Co., Detroit, will| Tobacco Co., which has purchased| Brewing. Keyes, Madden & Jones 
sponsor Ziv Television Programs’| “Raiders” for 19 markets. Based|placed the Brown & Williamson 
new series, “MacKenzie’s Raiders,”|on the true adventures of Col.| order. 
in 16 midwestern markets. The| Ranald MacKenzie and the fourth 
brewer will alternate sponsorship| cavalry, “Raiders” is scheduled|’Toronto Star’ Ad Unit in Guild 
of the series in three of the mar-| for October release. Zimmer, Kel-| The Toronto Newspaper Guild 
SN TA a a ; = lum hLmerUlUL Ue 


tract with the Toronto Daily Star, 
? which includes a contract for the 
s newspaper’s advertising depart- 


ment, which was organized during 


or, just how unique the past year. Terms of the ad 


department’s contract are similar 


can you get ? to those of the other employes. 


Take Farm Store Merchandising. 
It’s the only publication wit Reach. McClinton Named 


complete, exclusive service to| Sportsman’s Golf Corp. and 
more than 30,000 farm store|Kroydon Golf Corp., Melrose 
owners. So, if Farm Store Mer- | Park, Ill., have appointed Reach, | 
chandising isn’t absolutely | McClinton & Co., Chicago, to han-| 
unique, what is? dle advertising and public rela- 
For information, see BPRD Clas- |tions for their golf equipment. | 


They formerly handled their own! 


oo De Sze! 


NEVER ‘TIL NOW— 
Remington Rand 
will push its new 
Quiet-riter Elev- 
en portable 
which combines 
typing features of 
standard office 
machines in this 
14%4-page color ad 
in the Sept. 8 is- 
sue of Life. 


; F A R 'M ' | advertising. Seana 

; , ‘Coronet’ Boosts Rate j y 
+ at ee t ee t t+ | Lowe Joins Westclox Coronet will increase its adver- Remington s New 
gS 1g 0: R: & ' | David M. Lowe, formerly with| tising rate from $6,300 to $6,800 Quiet-riter Bows 
, . |Marshall Field & Co., has joined|per b&w page, effective with the 
Westclox, LaSalle-Peru, Ill, as| February, 1959 edition. The mag- With $300,000 Push 
THE MILLER PUBLISHING CO, | Product manager for watches, a| azine reported no change in its 
Box 


7 Minneapolis 40, Minn. | new post. current rate base of 3,000,000. New York, Aug. 15—Remington 
Rand will launch a national tv and 


print media campaign next week 


for its new Quiet-riter Eleven port- 

n u able typewriter, which the com- 
y pany says is first to include typ- 

ing characteristics identical with 


those of standard office machines. 
Remington will kick off its con- 


sumer push, which reportedly will 
cost close to $300,000, on its CBS- 
TV “Leave It to Beaver” show 


Aug. 20. 
Color spreads are scheduled in 
back-to-school issues of Seventeen 
and Glamour, plus a color page in 
the fall ABC’s of American Indus- 
ecame try. Also scheduled is a 1%-page 
color spread in the Sept. 8 Life 
and b&w page ads in September 
issues of Coronet, Boys’ Life and 


A\ T a Senior Scholastic. 
The new portable, on the mar- 
the OR D a ket since July, is equipped with a 
standard 11” typewriter carriage, 


can handle full-size letterheads 
and can type a standard 10.3” line 
in several type faces. 


# Supporting the censumer cam- 
paign is a dealer promotion which 


includes newspaper mats, window 
streamers, color counter-card cop- 
ies of the Life ad and other sell- 


ing aids. 

Compton Advertising, New York, 
is handling tv advertising and 
Paris & Peart, New York, the print 


media. + 


| ‘Phone Sales Kit Offered 


| Automatic Electric Co., North- 
lake, Ill., has prepared a year- 
’round, telephone sales kit for in- 


dependent telephone companies, 
aimed at increasing the use of ex- 
tension telephones in the home. 
The kit contains 12 separate sales 
bd * @ promotions—one for each month— 
In a vertising vo ume plus proofs of 12 newspaper ads, 

press releases, radio copy, window 
display ideas and suggested dis- 
play card copy. Kits are available 
through the company’s advertis- 
ing department. 


Your electronics advertising will be read in ELECTRONIC DESIGN 


Premium Organization Begun 
National Premium Associates, a 
new organization offering promo- 
tional and incentive merchandis- 
ing programs, has opened offices 
at 9528 S. Painter Ave., Whittier, 
Cal. Principals are Edward M. 
Pash, formerly national sales su- 
pervisor for the specialty sales di- 
vision of Ekco Products Co., Chi- 
a HAYDEN publication cago, and C. A. (Clay) Hentcy, 
who was national sales manager 
of the premium division of Ver- 
non Kilns, Los Angeles. 


¢ New York * Chicago * Los Angeles * London Bettinger Boosts Bates 


George R. Bates Jr., formerly as- 
sistant to the general sales man- 
ager of Bettinger Corp., Waltham, 
Mass., has been named manager of 
sales promotion, a new post. 
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IBM sells the owner-executive 
in Nation’s Business 


25 years ago International Business Machines Corporation introduced its 
first electric typewriter. This year IBM’s one millionth electric typewriter 
is writing top-quality, fast, economical executive letters. IBM sells the 
owner-executive because its product increases office efficiency and profits 
. . . Matters of personal interest to ownership-motivated businessmen. 
Your advertising, too, should reach and influence ownership-motivated 
executives; they have an owner’s interest, an owner's stake, an owner’s 
authority to take buying action! 

Nation’s Business is edited for owner-executives. Of 750,000 sub- 
scribers 550,000 are the presidents, owners or partners of their firms; 
many more are stock-owning corporate officials. Here is broad coverage 
of all markets—the largest companies, plus those vitally important 
medium-size companies on the move, on the way up. This all-business 
magazine delivers the largest concentration of ownership-motivated 
executives available to you today. 


ACTION IN BUSINESS results when you advertise to business and industry inNATION’S BUSINESS 


Leading Office Equipment Advertisers 
Sell This Profitable Audience 
of Business Buyers: 
American Photocopy Equipment Company; 
Charles Bruning Company; Burroughs Cor- 
poration; Comptometer Corporation; A. B. 
Dick Company; Ditto, Inc.; Eastman Kodak 
Company, Verifax Division; Executone, Inc.; 
Friden, Inc.; Monroe Calculating Machine 
Company; Pitney Bowes, Inc.; Recordak 
Corporation; Remington Rand; Smith-Co- 
rona, Inc. 
750,000 TOTAL CIRCULATION 

. . . includes 80,000 bers of the Chamber 


of Commerce of the U.S. and nearly seven 
hundred thousand other business executives. 


Nation's Business 


A USEFUL LOOK AntAD 


AUGUST 1986 


How to enjoy your jObD race x 
Coming: Revolution in management pace 2 
This tax plan would boost business ace ss 
Control your OWN SUCCESS pace 70 


OFFICE EQUIPMENT ADVERTISING 


UP 1957 
Z 0% 1955 


in 2 years | 
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SPACE TECHNOLOGY encompasses all 
of man's efforts devoted to the explora- 
tion of the universe, from his attempts to 
understand the basic laws of nature and 
the earth, to travel by men and machines 
throughout the solar system and beyond. 


Man and his machines... aircraft — mis- 
siles — space vehicles... are based on 
earth, and must deal with the earth's en- 
vironment in order to reach these distant 
goals. They must, also, deal with hostile, 
unknown environments. 


Space Technology, therefore, includes 
every discipline of the physical and life 
sciences and every facet of engineering 
necessary to translate these sciences into 
successful flight through space. 


PROBES e e e will precede man in our race to the moon. These in- 
strumented vehicles will be hurled from the surface of 
the earth by multi-stage rockets — some to reach the 
moon, others to circle it. 


AVIATION WEEK readers have been able to follow 
week-by-week developments of lunar probes. When the 
first attempt is made, AVIATION WEEK editors will also 
cover every technical aspect of that story. To the influen- 
tial AVIATION WEEK engineering-management-mili- 
tary audience, they will bring authoritative, history- 
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making reports that have become an AVIATION WEEK 
hallmark. 

First, most authoritative, most quoted publication in 
Space Technology, AVIATION WEEK is also the most 
influential medium serving all of the great Aviation 
industry. 


You will want to get your share of the business end of 
Space Technology — the space marketplace of tomor- 
row. Begin now, to tell this market about your company 
and product. 


A McGraw-Hill Publication @ @ 
330 West 42nd Street, New York 36, N. Y. 
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Curtis Reports Earnings Dip 


|806,531 compared with $4,195,507| from $100,501,788 in the like pe-| priced at $8.95. The lighters were| 

Curtis Publishing Co., Philadel-|in the first half of ‘57. Gross op-| riod a year ago. Robert E. Mac-| introduced last year with most 
phia, has reported its net income| erating revenues dropped to $95,-| Neal, Curtis president, said that 
for the first half of 1958 was $1,-| 526,280 in the first half of °58|although signs of economic re- 


Modern nationwide Direct Selling is 
big! Eight to nine billion's yearly 
volume big, and versatile, too. Few 
products or services aren't suited 
to it, and a big-ticket price makes 
no difference—today's Direct Sell- 
ing Specialist can sell anything you 
can sell him. What's the secret of 
selling him? Send today for a free 
copy of “The Quickest Way to 
National Distribution" and find out 
in mere minutes of reading time. It's 
most authoritative text on modern 
direct Selling, filied with facts all 


Authoritative Free Book Discloses 
Secrets of Nationwide Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful nationwide dis- 
tribution force adds volume fast, 
perils no part of present over-the- 
counter retail sales, can be tested 
virtually cost-free. Just pin, paste 
or staple this ad to your letterhead 
and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct 
Selling; Room 812-8, 307 N. 
Michigan Ave., Chicago 1, Ill. 


covery are increasingly numerous, 


they have not been reflected yet) 


| in firm orders for advertising. 


Barney's Sets Magazine Ads 
Barney’s Clothes Inc., New 
| York clothing store which became 
}famous through its radio jingle, 
“Calling all men to Barney’s,” will 
| use magazine advertising for the 
first time this fall as a supple- 
|ment to radio and direct mail 
‘campaigns. Two-thirds pages are 
| slated for Parents’ Magazine, start- 
|ing with the September issue. A 
'radio campaign, starting Aug. 18, 
utilizes up to 218 one-minute mes- 
sages weekly on five stations. Emil 
Mogul Co., New York, is the agen- 
cy. 


Schick Drops Lighter Prices 
Schick Inc., Lancaster, Pa., will 

offer four new models of the 

Schick butane lighter this fall, 


| Prices in the $12.50 bracket. Six 
models formerly at that price 
jhave been reduced to $9.95. 
Lighter advertising will share the 
spotlight with other Schick prod- 
ucts. Benton & Bowles, New York, 
is the Schick agency. 


Knipschild Names Rose 

Hilly Rose, formerly vp in 
charge of creative and sales de-| 
partments of Kling Film Produc- 
tions, has joined Knipschild-Rob- |! 
inson, Chicago sales promotion 
and training company, as vp and 
general manager of the motion 
picture and slidefilm department. 


Copelan Joins Kaar 

Harry Copelan has been named 
advertising manager of Kaar En- 
gineering Corp., Palo Alto, Cal., 
maker of radio equipment. He 
formerly was account executive 
on the Kaar account at the com- 
pany’s agency, Evans, McClure & 


Associates, San Francisco. 


One Great NEW 
Evening Newspaper 
Now DOMINATES 
the Rich Cincinnati Market 


Following The Cincinnati Post’s recent purchase of The 


Times-Star, all the best features and news gathering facilities 
of those two great favorites are united, to the gratification 


of readers and the enrichment of advertisers in this tradi- 


tionally evening paper market. 


THE CINCINNATI POST @ TIMES-STAR 


ROBERT K. CHANDLER, Manager, General Advertising 
Represented by the General Advertising Department, SCRIPPS-HOWARD Newspapers 


Photo courtesy of The Cincinmati Gas & Electric Go 


Advertising Age, August 18, 1958 


J. B. MeMECHAN has been named 
manager of the institutional adver- 
tising department of Ford Motor 
Co., Dearborn, Mich. (AA, Aug. 
11). Formerly coordinator of in- 
stitutional space advertising, he 
moved up when Ben R. Donaldson 
retired as director of institutional 
advertising. 


Dentist Lauds NAB 
‘White Coat’ Ad Ban 


Syracuse, N. Y., Aug. 12—A den- 
tal official here has termed “most 
gratifying” the recent ban by the 
National Assn. of Broadcasters of 
“men in white” advertisements 
that simulate doctors and dentists 
(AA, June 23). 

Dr. William T. Delaney, director 
of the dental bureau, Syracuse 
health department, said that the 
“time is long overdue when a curb 
must be placed on the indiscreet 
advertising of certain companies 
which depict an actor portraying 
the role of dentist, physician or 
nurse.” 

Dr. Delaney said these adver- 
tisements “play on the profession- 
al appeal of these groups to 
support misleading and detrimen- 
tal claims to public health. It is 
most gratifying to see the industry 
itself take the initiative to rectify 
this problem.” # 


Borden Names Reid Head 
of Point of Sale Staft 


Borden Co., New York, has made 
a number of appointments in its 
general advertising department. 
They are David Reid, formerly 
manager of display service, to na- 
tional manager in charge of point 
of sale and promotion, and George 
Castellani to assistant national 
manager. 

William H. Ewen, formerly na- 
tional ad manager for publications, 
has been named national ad man- 
ager for print media (including 
outdoor) and exhibits. Ronald M. 
Greiner has been named assistant 
national ad manager. T. R. Rice, 
formerly assistant, has been named 
national ad manager for tv-radio, 
and Edward J. Peguillan succeeds 
him as assistant. Paul Castellanos 
has been named manager of Elsie 
Enterprises, including tours and 
premiums. 


Retail Store Series Bows 

“How to Mark Goods for a Prof- 
it,” the first of a series of 12 prac- 
tical manuals covering all facets of 
retail store merchandising, has 
been published. The series, written 
by Irving Goldenthal and pub- 
lished by the book division of 
Chilton Co., Philadelphia, will 
cover such subjects as balance 
purchases, discounts, stock turn- 
overs, etc. The series subscrip- 
tion price is $10. Singly, the man- 
uals sell for $1.25. 


Reinhardt Adds Oakland 

Reinhardt Advertising, Oakland, 
has been named official agency for 
the Metropolitan Oakland Area na- 
tional ad program. The budget is 
about $70,000 annually. 


Baker Moves Oftice 


Baker Advertising, Toronto, has 
moved to 670 Bayview Ave. 
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New Utility Customers 
1954-1958 


4.1% 


New Eng. 


Mid- 
Atlantic 
E. North 
Central 
W. North 
Cential 
West 


SOUTH- 
SOUTHWEST 


—was in the South and Southwest. 


35.6% 


During the 4-year period 5,272,024 new electric utility 
customers were added in the U. S. by central power sta- 
tions. Over one third of this growth— 1,880,373 customers 


Source: Edison Electric Institute 


Rest of 
Nation 


SOUTH- 
SOUTHWEST 


Retail Sales Increase 
Percent gain — 1939/1957 


- 18.8% 
feo tie ante tere 24.8% Fas 5 Li 
West 23.2% | | | 
456% SOUTH 33.2% ES 


Since 1939 (16th U. S. Census of Business) Southern retail 
sales growth has been at a rate some 31% more rapid 
than the rest of the nation. Total 1957 retail sales for 
South and Southwest were $6),223,083,000.* 


Home Construction 


Of the 1,041,900 non-farm residential units built in the 
U. S. last year, one out of every three was in the South— 
346,300 units. During the first quarter 1958 the Southern 
states accounted for 40.9% of the nation’s total starts. 


Source: U. S. Dept. of Labor 


*Sales Management, May 10, 1958 


The Recession-Proof South 
Comes Out On 


Fastest Growing U.S. Market offers Advertisers Better 


Sales Potentials. Now is the 


A study of established “trends” 
and an awareness of current indi- 
cators inevitably lead to one conclu- 
sion. Business is better in the South 
— much better than elsewhere. 

Cash registers of Southern retail 
merchants rang merrily in May to 
show sales some $68 million ahead of 
May 1957. Downtrends in the nation 
as a whole were reported by the 
U. S. Department of Commerce. _ 

May was the fourth consecut" 
month that Southern retail sal 


showed gains over last year. 7. 


Unemployment is less severe in the 
South than elsewhere. Whereas in 
the spring unemployment in other 
regions ranged from 7.5% to 8.3% 
of the labor force, the Southern figure 
was only seven percent. The larger 
Southern layoffs have been in agri- 
culture, due primarily to continued 
farm mechanization and the attrac- 
tion of industrial employment. 

Now 82.2% of Southern workers 
are in non-agricultural jobs. 

Anyone with virtually anything to 
sell can expect healthy rewards from 
their concentration of advertising and 
sales promotion on the Southern 
market. Business magazines pub- 
lished specifically for the region offer 
the greatest help in building distri- 
bution and industrial sales. 


-_ 
,_ Filler Up! 


14. 


Source: American Petroleum Institute 


time to seize initiative 


4 the future is felt when con- 


Business 
Incorporations 
up down South 


Perhaps the best gauge of 
business sentiment regarding 
Dixie economy is the 5.8% in- 
crease in Southern business 
incorporations which was re- 
corded in 1957 over 1956. 

Full impact of this faith in 


trasted with a national aver- 
age which showed a 4.1% loss. 


Increase in Gasoline Consumption—1947/1957 


In the fields they serve, the W.R.C. 
Smith business publications provide 
the specialized coverage and wide 
readership so necessary in the boom- 
ing South-Southwest. 

Smith regional magazines cover 
the electrical, automotive, building 
supply, hardware, farm equipment, 
power and industrial markets of this 
area. The strong Smith magazine 
which serves textile manufacturing 
is national in circulation, and gives 
advertisers their greatest help in sell- 
ing that industry, most of which is 
located in the South. 


No other section of the country has 
matched the South's acceleration as 
an automotive market. Of the total 
increase of 24.7 billion gallons of 
gasoline consumed in the U. S. in 
the past decade, over 10 billion gal- 
lons (41.3%) were in the South- 
Southwest. 


During the same period, 38% of 


the country’s gain in auto registra- 
tions were here. Over 23,000,000 
vehicles now are registered in this 
market. 
market now exceeds $10 billion an- 


The Southern automotive 


nually, over one-third of the national 
total. 


FOR RETAILERS in the small-town market which 
comprises much of the South-Southwest no 
economic trend is more significant than the con- 
tinuing rise in cash farm income. Through May 
of this year the gain was 11.7% over same 
period 1957. This edged the 10.9% increase 
shown by the rest of the nation. 


A NEW INDUSTRY emerges down South as area 
takes lead in development of atomic energy. 
Plant sketched is to be built in South Carolina 
by Carolinas Virginia Nuclear Power Associ- 
ates. Facilities already in operation, under con- 
struction or in planning stage are in Virginia, 
Georgia, Tennessee, Carolinas, Florida, Texas. 


W.R.C. SMITH PUBLICATIONS 


806 Peachtree St., N.E., Atlanta 8, Ga. 


Southern Hardware 
Southern Farm Equipment 
Electrical South 

Textile Industries 


Southern Automotive Journal 
Southern Building Supplies 
Southern Power and Industry 


Representatives in New York, Chicago, Philadelphia, Boston, Cleveland, Charlotte, Dallas, Los Angeles, San Francisco, Miami 
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Publishers 


Established repre- 
sentative invites 
publishers’ in- 
quiries regarding 
coverage of Mid- 
die-West terri- 
tory. 

ames k. millhouse 


PUBLISHERS’ REPRESENTATIVE 
6035 Montrose Avenue, Chicago 34, 


| Astorloid Appoints Bliss 
Astorloid Mfg. Co., New York, | 
|manufacturer of dresser sets, has | 
appointed Ben B. Bliss Co., New | 
York, to handle its advertising. 

: 
‘Set UN Campaign 


: 


| The special campaign —e 
by the Advertising Council each} 
fall to promote support of the | 
United Nations on its Oct. 24 an-) 
niversary, and throughout the year, | 
is currently under the coordina- | 


tion of Gerard B. Meynell, adver- 
tising manager, Organic Chemicals 
division, American Cyanamid Co. 
Advertising materials are being 
prepared by Ben Sackheim Inc. 
and an editorial kit by Barber & 
Baar Associates. 


Puinam Joins Pool Corp. 

Robert Putnam, formerly with 
Florence Stove Co., has joined In- 
ternational Swimming Pool Corp., 
White Plains, as vp of marketing. 


Paris, Aug. 12—In 1952, a 
French agency purchasing space 
for a well-established consumer 
product would have used 208 
| newspapers and magazines for na- 
| tional coverage. 

In 1958, for the same product 
and the same appropriation, the 
agency would need to buy only 91 


‘ A survey that told us 
what we already knew 


More than 8 out of 10 (85% to be exact) Battle Creek area homemakers 


REPRESENTED NATIONALLY 


BATTLE CREEK, MICHIGAN 


ea ekin a 


rely on advertising in the Enquirer and News when planning their grocery 
shopping. This fact is highlighted and substantiated in the 1958 food shopping 
survey conducted by the newspaper. 

This really wasn’t news to us. We’ve known for years that Mrs. Battle 
Creek housewife looked first, and exclusively, to the Enquirer and News 
before she even laid a hand on a grocery shopping cart. Previous surveys, in- 
cluding one made last year by Publications Research Service of Chicago, all 
show that the Enquirer and News is by far the homemakers preferred medium 
for grocery product advertising. 

It’s no secret either that grocers prefer the Enquirer and News for their 
selling. Last year local food stores used nearly 1,400,000 lines, an average of 
more than 10 pages a week. 

It’s only logical that the medium that ranks first with both shopper and 
grocer will produce the best sales results for national advertisers . . . and a 
1,000 line ad costs less than 4¢ per family. 


FULL COLOR R.0.P., DAILY AND SUNDAY...FREQUENCY DISCOUNTS 


ENQUIRER anpD NEWS 


MEMBER OF FEDERATED PUBLICATIONS 


BY SAWYER-FERGUSON WALKER COMPANY 


Advertising Age, August 18, 1958 


French Print Media Gain in Effectiveness 
as Numbers Shrink, Says Bleustein-Blanchet 


publications to get the comparable 
coverage. 

This concentration in the French 
media field is pointed up by Mar- 
cel Bleustein-Blanchet, chairman 
of Publicis, in the latest issue of 
“Contacts,” the agency’s lavishly- 
produced house organ. 

M. Bleustein-Blanchet attributes 
this trend to the efforts of a num- 
ber of French publications to im- 
prove their editorial quality. As a 
result, he points out, they “have 
met with quite remarkable success” 
—gaining an increasing number of 
readers, and increasing their ad 
rates at the same time. 


s “It is true,” M. Bleustein-Blan- 
chet adds, “that in the space of a 
few years nearly 80% of all press 
and magazine advertising has be- 
come concentrated in a few dozen 
publications. But this concentration 
is justified, because those happen 
to be the papers that bring in re- 
sults.” 

The French agency man says that 
“fortunately, media selection is no 
longer a hit or miss affair,” thanks 
to audited circulation figures. 
However, he deplores the lack of 
qualitative data. 


= In this regard, some help may 
be forthcoming from the recently 
established Centre d'Etudes des 
Supports de Publicité, which is 
comparable to the Advertising Re- 
search Foundation. This body is 
expected to publish shortly the re- 
sults of a comprehensive reader- 
ship study among all French print 
media. + 


Robert Hall Plans 
Heavy Fall Spot Drive 

Robert Hall Clothes, New York, 
is stepping up its annual fall spot 
radio-tv drive about 10% to 15% 
over 1957. The clothier’s gross tv 


#pot expenditures last year were 


estimated at $4,928,930. 30-second 
tv spots will be combined with 
minutes for the first time on sched- 
ules ranging from two to six an- 
nouncements per day on 110 sta- 
tions. There will be additional 
heavy video coverage in major 
markets, including Chicago, De- 
troit, Baltimere, Washington and 
Los Angeles for the back-to-school 
campaign starting Aug. 18 and for 
the major fall drive commencing 
Sept. 22. 

Augmented radio coverage will 
include minutes on 174 stations, 
scheduled at the rate of five to 10 
per day from 5 p.m. to midnight. 
Part of the increased budget will 
go to promote 10 new stores in 
Ann Arbor, Jackson, Battle Creek 
and Muskegon, Mich.; Elgin, II1.; 
Ft. Wayne, Indianapolis and Mun- 
cie, Ind.; Lima, O.; and East Hart- 
ford, Conn. Frank B. Sawdon Inc. 
is the agency. 


Campanella to Broadcast 

Roy Campanella has begun 
broadcasting his own radio sports 
program for WINS, New York. 
Titled “Campy’s Corner,” the 
five-minute, Monday-through-Fri- 
day series features informal sports 
discussions and interviews. It is 
tape-recorded in the New York 
hospital where the Los Angeles 
Dodgers catcher is recuperating 
from an automobile accident which 
has paralyzed him since last Jan- 
uary. The series is sponsored by 
P. Ballantine & Sons and R. J. 
Reynolds Tobacco Co. William Es- 
ty Co. is the agency for both ad- 
vertisers. 


Eilenberg Joins Agency 

Theodore Eilenberg Jr. has been 
named director of marketing serv- 
ice of Cooney & Connor, Worces- 
ter, Mass. He formerly was di- 
rector of marketing research for 
Horton-Noyes, Providence, R. I. 
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ie '| Parkson Appoints Eichler 
Surprising new ARROW | aitred Eichler has joined Park- 


Sweaters of DARVAN . | son Advertising, New York, as vp 
1 =» =! Tey and director of creative copy. 


OF | Dur Um th font Trechemical 
Sj] [During toe vest toree veers ne TD The reining - perrochemica 
tising activity for Pharmaceuti- 
cals Inc., Parkson’s major client, 


Pharmaceuticals subiaary. | —GRKC?,; PETROLEUM REFINER 
Purex Sales Top $54,000,000 
consistently offers By 


you grearer coverage 


Corp. Ltd., South Gate, Cal., in- 
dicate that sales for the fiscal year 
ended June 30 will exceed $54,000,- 
000, an increase of more than $3,- 
500,000 or about 7% ahead of the 
previous year. Profits are expected 
...@ Marvelous yarn that looks and feeis (to reach a record $2,050,000. 


| as if it came straight from a larnb 
Johnston Book Changes Name 


' i » = 
-—= American Exporter Industrial, 
i : ji New York, a Johnston publication, | 
will change its name to Industrial 
: World, effective with the January, | 
Yow can machine-wesh and dry these Avvow Sweaters sqnin | 1959, issue. Name of the Spanish 
TSM semsaiaiicn a: a edition will be changed to Indus- 
fluffy, warm, alive-ness of nature’s finest fiber trial World en Espanol. 


The onty difference is, they get better with every bath. You can 


Petroleum 
Refiner 


through specialization. 


GULF PUBLISHING COMPANY P. 0. BOX 2608 HOUSTON 1, TEXAS 


wash and dry them by machine if you wish .. . or simply take them 
and tome chem into guexd Not suds, squeeze them out, and hang them | 


See ee Commencing with the January 1959 issue, 


The fact 1, these are the only sweaters you can wash any way you 


| a fee MODERN 


») 


J, BRIDE 


“NO KIDDING’”—Ads stressing ease of 


washability will promote Cluett, will be published bi- monthly é4 6 the fi fir St 


| Peabody & Co.’s new arrow line of 
} Darvan (B. F. Goodrich Chemical 


Co. synthetic) sweaters starting and por bridal magazine to a published 


with this one in the September 


ice ea wes 6 times a year instead of four times, 
and guaranteeing the largest annual 


Offer Unique S | — 
Cue eee Sais net paid circulation... 750,000 


Supermarkets Told | 


New York, Aug. 12—Today’s in- | 
dependent supermarket, “caught “we 9 
in a battle of giants, is doomed un- G 4£4 
less it gives its customers some- Z 
thing which the chains cannot 


offer,” Super Market Merchandis- 
ing says in its current issue. 
In surveying independent super- 


markets across the country, the 4 fe a 
magazine finds that the independ- » «because the U. S. Department of Vital Statistics reveals, the bridal 
ent has three choices before him: 

“First, merge with other stores market will reach a total of 1,660,000 marriages in 1959 . . . 1,927,000 


in 1964... . 2,279,000 in 1970. 


» + «because marriage records indicate a consistent trend towards an equal 


similar to his own to form an area 
chain; second, form his own chain; 
third, join a strong wholesale 
oe group.” 


: The possibility of a fourth number of weddings in each month of the year. 
choice, before it is too late, the Z wie “ 
NE i ee . «because more marriages in each month mean more monthly purchases 
e independent operator, the : : 
survey concludes, “cannot go it by a Must-Buy market. Based on an average expenditure per bride-to-be 
sions ‘any Songer, wiles Be dee of $3,388, the present 5 billion dollar market will swell to over 71/2 billion 
some unique buying strength. He 
must explore the services he can by 1970. 
give, which the bigger chains do 
at pe ot the pest scientific To meet the immediate and insistent demands of this growing market, 
controls he can find.” # MODERN BRIDE now offers more comprehensive, more timely and 
more flexible coverage for reader, retailer and advertiser. 
ANA Sets Int'l Workshop z 
The Assn. of National Advertis- MODERN BRIDE/6 TIMES A YEAR...means to the reader, 
ers will hold a special one-day more informative, accurate, up-to-date editorial so necessary during I 3 1 2 ! ) > 
workshop on international adver- he M B fa 
tising at New York’s Hotel Shera- the Must-buy period. 
ton-East on Sept. 25. William H. 
Collins, manager of advertising and MODERN BRIDE i" TIMES A YEAR... means for the retailer, 


sales promotion, Standard Vacuum : se . > , 
Oil Co. heeds the premiem 6th heightened customer activity renewing itself every month with each 


mittee. Theme of the meeting is: new group of must-buyers. 


“Keys to Effective Management of 

the Int tional Advertising ; , 

etn i MODERN BRIDE he TIMES A YEAR... means to the advertiser, 
the largest guaranteed net paid circulation delivered at the lowest cost 

Chirurg Adds Vogue Dolls per thousand of any bridal publication! 


Vogue Dolls Inc., Medford, Mass., 
has appointed James Thomas 


Chirurg Co., New York, to handle F 
its advertising. The company for- ee only MB/6 fulfills the need. 


merly placed direct. The company Call your Modern Bride representative for details. 
manufactures miniature dolls sold 

with complete wardrobes and mer- 
chandised under the slogan, “‘Fash- MODERN BRIDE * ONE PARK AVENUE * NEW YORK 16, N.Y. © OREGON 9-7200 
ion leaders in doll society.” 434 S. WABASH, CHICAGO 5, ILL. WA 2-491! * 215 WEST 7TH ST., LOS ANGELES 14, CAL. MA 7-4083 
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"“Redbook’ Boosts Rate, Base 


|page to $9,635, effective with the Canadian Dailies’ 


Redbook will increase its circu-| January, 1959, issue. Base rate is| 


lation guarantee to 2,700,000 and|currently $8,800 based on a guar-| 
will boost its base rate for a b&w) antee of 2,600,000. 


Ad Rate Hike Offsets 
Declines in Linage 


‘advertising rates by Canadian 
| dailies more than offset declines in 
‘advertising linage in the first 


and get it! 


lysts here point out in assessing the 


'are publicly owned. As a result of 
ithe rate increases, first-quarter 


We've got “Southern | revenues increased by 5% 


Smorgasbord,” a bal- 
anced diet of URBAN 
and RURAL with liberal 
portions of permanent 
MILITARY bases and 
COLLEGES. Second 
Helpings? Why sho'nuff. 
LRG WNT cversiecee 

GREENVILLE, N. C. 


A. HARTWELL CAMPBELL, GEN. MGR./REPRESENTED NATIONALLY BY HOLLINGBERY 


\for earnings for 1958 is optimistic 
| for some papers. Daily newspaper 
‘circulation in most sections of 
‘Canada continues to increase, re- 
‘flecting a growing population. Pa- 
|pers in some areas are getting 
‘more of a stranglehold on their 
| markets as competitors drop out. 
|For example, the recent passing of 
|the Montreal Herald leaves the 
|Star and Gazette in undisputed 
| possession of the English-language 


Toronto, Aug. 12—Increases in| 


quarter of the year, financial ana- | 


prospects of the few dailies which | 


| The analysts think the outlook | 


Just aenderod 11 yoru utove 


Busines __ 


City. poe veer pe 
Ste tleasure “idze Park, ky. 


WeowsDUrroughs adding 
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Dee_15 April 19158 


phe pede nn poe ‘Coat Keeping Shor 


Cums,” and y te your eugyer 


have which ait edd tn our. 
bookkeeping. 


ublic School 


mterethed m Tis Card. 


186)-cm, Geen. & © 8 & ter coereen. | 


FILED—This direct mail piece sent out by Burroughs Corp. in 1911 


and returned in 1958 “illustrates the long-range benefits of direct 
mail advertising,” Burroughs says. 


| 
sector of the country’s largest city. 

Countering the mounting cir- 
culation curve, however, is the dip 


NEW PAYROLLS BOOST Hor. 1das BUYING POWER! 


ve 


December, 1957. 


More industry creates new 


Between 1947 and 1957, FI 
ahead of national averages in 
category. 


5 eee 


U.S. average, up 1 


U.S. average, up 3 


U.S. average, up 8 


The combination of new ind 


trade (8.1 million visitors last 


Times. 


Keep up with fast-growing 


1204 new plants in two years! 


Florida set the pace for America’s indus- 
trial expansion by attracting a record 1204 new 
industrial plants between January, 1956 and 


payrolls 


orida raced far 
every economic 


Manufacturing employment surged up 74% 


0% 


Expenditures for new plants climbed 60% 


7% 


Manufacturing payrolls zoomed 190% 


7% 


More payrolls mean more spending! 


ustry, new resi- 


dents (3000 a week); and increased tourist 


year) rocketed 


retail sales to more than 5.8 billion dollars! 


You can reach this exciting, new profit- 
market — at lowest cost — with its three key 
newspapers — The Florida Times-Union, The 
Miami Herald and The Tampa Tribune and 


Florida! 


Get the facts! Write us today! 


TIMES - UNION F 


JACKSONVILLE 


THE TAMPA TRIBUNE- THE TAMPA TIMES 


MORNING AND SUNDAY EVENING TAMPA 
° « 


FLORIDA 


: THE MIAMI HERALD 
OY: AR MIAMI ‘al 


ee fe Bt Se ree ren wm Ra ee eee Nn te | 


REPRESENTED NATIONALLY By: 


The Katz Agency. Inc. 


Sowyer-Ferguson-Walker Co. 


Story. Brooks & Finley.Inc. 


in circulation sales in Toronto 
dailies in the wake of a price boost 
from 5¢ to 10¢. But the industry on 
a country-wide basis has been 
maintaining its position, even in- 
creasing it despite newsstand and 
home delivery price increases dur- 
ing the past year by many of the 
country’s 100 dailies. 

The 3¢ paper in Canada became 
extinct with the Charlottetown 
| Patriot’s move to 5¢ Jan. 1, 1958. 
|The Patriot’s circulation is 5,200. 
|10¢ papers are published at dif- 
|ferent pointse across the country, 
| although Montreal is still in the 
|nickle bracket. 
| The operating experience of the 
|dailies may be indicated by the 
| first-quarter results of the South- 
}am Co., the only public newspaper 
company for which comparative 
results are available. (Other pub- 
lic companies are the Ottawa Jour- 
nal and the Toronto Star.) 

Southam’s gross earnings de- 
clined to $7,700,000 in the March 
quarter from $8,700,000 a year ago. 
But operating expenses declined 

y $1,300,000 to $6,100,000, so that 
jearnings increased to $624,476 
\from $468,025. The reduction in 
expenses is believed, at least part- 
ly, to reflect Southam’s transfer 
of the Vancouver Province to 
Pacific Press Ltd. 


| 


|= Southam’s revenues in the 
March quarter were $35,307,564 
compared with $36,609,127 for the 
same period of 1957. Circulation 
|of the company’s nine owned, con- 
|trolled and affiliated dailies in- 
creased 3.9%. 
| The analysts point out that ad- 
vertising linage for the dailies, 
exclusive of new-car and new- 
|dealer advertising, declined from 
39,200,000 lines in the first quarter 
of 1957 to 38,350,000 lines this year. 
They also noted that Toronto 
Star officials have gone on record 
as expecting circulation sales to 
recover as they did after previous 
price increases. + 


Babbitt Sales Down, Net Up 


B. T. Babbitt Inc., New York, 
reports net sales for the first six 
months of 1958 at $9,584,318, with 
a net profit after taxes of $510,- 
786 or 5.3% of sales, exclusive 
of foreign subsidiaries. In the com- 
parable period of °57, sales were 
$10,852,075, with a net loss after 
taxes of $608,030. Babbitt reports 
1958 second quarter sales 8% 
higher than the first quarter and 
net profit 121% higher. 


New Report on ROP Color Out 

A report on ways to improve the 
quality of color advertising in 
newspapers has been issued by a 
joint committee of the American 
Newspaper Publishers Assn. and 
the American Assn. of Advertising 
Agencies. Entitled “Preparation of 
Engraving and Duplicate Printing 
Material for Run-of-Paper Color 
Advertising,’ the report is the 
sixth in a series and is available 
upon request. 
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Robert Freeman, 63, 
Pioneer Ad Artist, 
FC&B Exec, Is Dead 


Los ANGELEs, Aug. 12—Robert C. 
Freeman, 63, vp and for many 
years head of the art department 
of Foote, Cone & Belding, Los An- 
geles, died at Good Samaritan 
Hospital, Aug. 8. 

Mr. Freeman was generally rec- 
ognized as the dean of art direc- 
tors in Southern California. Born 
in Los Angeles, he achieved suc- 
cess as an ad illustrator before 
joining Lord & Thomas, the pred- 
ecessor agency to FC&B, in 1927. 
In 1956, he moved to Detroit to 
head the art department of the 
newly-opened office of the agency 
there. He retired from the com- 
pany this year, returning to take 
up residence in Los Angeles. 


# While still in his teens, Mr. 
Freeman became associated with 
Louis Treviso, West Coast pioneer 
in advertising art. Together they 
struck out in new directions and 
were responsible for the “Califor- 
nia school” of illustration that in- 
troduced new concepts of boldness, 
contrast and power in advertising 
art. 

It was widely copied, not only 
throughout the East, but abroad 
as well, so that when Mr. Freeman 
made a trip to Europe in the early 
’20s he found his reputation had 
preceded him. He spent several 
years working with London and 
Paris agencies. 

Mr. Freeman was a member of 
the Los Angeles Advertising Club, 
the Art Directors Club, the Nation- 
al Society of Art Directors and the 
University Club of Los Angeles. 


Watson Gordon, 
Retired Exec of 
McCann, Dies at 75 


CHATHAM, Mass., Aug. 13—Wat- 
son M. Gordon, 75, retired vp of 
McCann-Erickson, died Aug. 11 at 
Barnstable County Hospital, Po- 
casset, Mass. 

Mr. Gordon joined McCann- 
Erickson in 1944 as manager of its 
Boston office. Later he became vp 
and manager of the agency’s New 
England division, the position he 


held when he retired last Decem-| 


ber. Since his retirement he had 
been living at Chatham. 

Before joining McCann, Mr. 
Gordon had been with Doremus 
& Co., New York, and in New 
England. Earlier in his career he 
had been associated for many years 
with the S. D. Warren Paper Co., 
Boston. 

He was an honorary life member 
of the Advertising Club of Boston 
and a member of several social 
clubs in the Boston-Cape Cod area. 


OSCAR KORFF 

New York, Aug. 13—Oscar 
Korff, 74, a member of the adver- 
tising staff of El Diario De Nueva 
York, a Spanish-language daily, 
died Aug. 11 of a stroke at his 
home. Before joining the publica- 
tion he had been an assistant to 
the secretary of the American- 
Russian Chamber of Commerce. 
He came to this country in 1912 as 
a member of the consular staff of 
the imperial Russian government. 
During World War I he was mana- 
ger of the Russian supply com- 
mittee, which purchased ammuni- 
tion here. 


KENNETH W. WEYER 
CINCINNATI, Aug. 12—Kenneth 
W. Weyer, 39, vp of U.S. Printing 
& Lithograph Co., died Aug. 8 in 
California, at the home of his par- 
ents, with whom he was visiting. 
Mr. Weyer spent his entire busi- 
ness career with U.S. Printing & 
Lithograph, starting at the St. 
Charles, IIl., plant as an office boy 


in 1936. A few years later he be- 
came a salesman for the organiza- 
tion, and in 1947 he was trans- 
ferred to the Milwaukee sales 
office. 

In July, 1949, Mr. Weyer became 
sales manager for the West Coast 
division of USP&L, with headquar- 
ters in Redwood City, Cal. In No- 
vember, 1955, he was appointed 
director of label sales, with head- 
quarters in New York. The foliow- 
ing year he was named vp. 

Mr. Weyer, a native of Maywood, 


Ill., was a resident of Manhasset, 
Long Island, at the time of his 
death. 


JOSEPH GREEN 

PHILADELPHIA, Aug. 12—Joseph 
Green, 68, advertising director of 
Bryant’s Air Conditioning Corp. for 
11 years, until 1957, died Aug. 11. 
In the latter year he joined the 
Nat M. Kolker agency here, re- 
maining until early this year, when 
he retired. 

Mr. Green was at one time a po- 


lice reporter for the old North 
American. He was a member of 
the Poor Richard Club, and the 
Pen & Pencil Club. 


Resch Named Agency Head 
Clifton L. Resch, formerly vp, 
has been elected president of 
Graves & Associates, 26-year-old 
Minneapolis agency. Ivan H. 
Graves, who founded the agency, 
continues with the company as 
treasurer, At the same time, S. V. 
(Cy) Peterson was named vp. 
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GOOD NEWS 


for every sponsor or producer of 
films, TV commercials and pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where’s 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 
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RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akhron, Canton and Youngstown’s Counties are not included in above Sales. 
Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network 
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Belgian Ad, Sales Promotion Total 


Is Up 35%, to $96,000,000, Since ‘54 


One indication of the tremen- 
in advertising i 
illustrated by the 


(Continued from Page 2) 


seventh among the world’s auto|dous upsurge 


exporters. 


_McCann-Erickson office in Brus- | parke, Davis & Co.; Vick Interna- 


® By Western European stand-| 
ards, Belgium has a fairly high| 


compact market, favored by many | Brasserie Piedboeuf beer; Fade-| weCann in late 1956, estimates|pers. The most important, offer-| three national 


international advertisers as 

testing ground for new products. 
Expenditures on 

and 


sales promotion have in-| 


dramatically 


sels. 


Is 


At the end of 1956 it was han- 
standard of living. It is a small,/dling advertising in Belgium for manager of the Brussels office of! has more than 40 daily newspa-| About 4% do not speak any of the 


Mennen 


toilet 


creased spectacularly in the past/ (Continental) 


three years, as the market for 
consumer goods has been steadily | 
expanded. 1957 expenditures are) 
estimated at $96,000,000, com-| 
pared to $87,000,000 in 1956 and) 
$56,000,000 in 1954. 

Just under a quarter of the to- 
tal advertising appropriation goes 
into print media in Belgium. Yet 


liniment. 


During 1957 it added the fol-| 


goods; 


Advertising Age, August 18, 1958 


lowing accounts: Marie Thumus| mentioned by Belgian advertising| a page in Le Soir, with a certified 
canned goods; International Har-| men are the paucity of research| circulation of 302,370, would cost 
vester tractors; Coca-Cola; De) facilities and of trained advertis- | between 70,000 and 80,000 Belgian 
Coninck paints and National Cash | ing and marketing men. There are | francs ($1,400 to $1,600). 
| Register. courses in advertising at four Bel- About half the country’s news- 
| Since the beginning of this year,| gian schools, but they offer only| papers are printed in French, and 
|McCann’s office has added the! training in such facets of the busi-|the other half in Flemish. There 
| following accounts: Colgate-Palm- |ness as copywriting, layout and| are no bilingual newspapers. About 
olive Cadum soap; Paper Mate | art. There are practically no facil-|34% of the population speak 
pens; Playtex girdles and bras;| ities for the training of executives| French exclusively, 42% Flemish 
or advertising managers. exclusively, 1% German exclusive- 
|tional, and Magirus-Deutz trucks. | ly. About 16% speak French and 
John Caminer, who moved in as|# On the media scene, Belgium| Flemish, 1% French and German. 


languages; about 


a}mac Floorflex tiles; Laboratoires |the agency’s billing has grown| ing more than local coverage, are| 2% speak all three. 
Substantia Cosmetics (Chen Yu,| 119% over the past 12-14 months.|Le Soir, La Libre Belgique, La 
advertising| Gemey, etc.); Esso Belgium S.A.; Projected on a per annum basis,| Derniére Heure and La Meuse, in| to be in French and Flemish, and 
Tampax | over the full year, the new busi-| French; and Het Laatste Nieuws, | often in German as well. This adds 


Thus advertising campaigns have 


Ltd., and Sloan’s| ness will boost the agency billings| Het Volk, Gazet van Antwerpen|to the expense of a campaign in 


| by around 200%. 
Among the problems most often 


and Het Nieuwsblad, in Flemish.| this market. 
As an example of space prices, One advertising executive esti- 


this is a surprisingly small share | # 


when it is remembered the coun- 
try has no commercial television 
or commercial radio of its own. 


s Where does the money go then? 
In 1957, approximately 23% of the 
expenditure went into various 
forms of outdoor advertising, such 


Apres une bonne journée de travail 
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AFTER WORK—Belgium has the high- 
est per capita consumption of beer 
in the world and McCann-Erick- 
son, Brussels, has one of the coun- 
try’s choice accounts in Piedboeuf, 
one of the top-selling beers. 


as posters, transport, illuminated 
signs, and metal signs. Almost an- 
other 15% is estimated to have 
been spent on various forms of 
sales promotion in the way of pre- 
miums, gifts, samples and such. 
Something under an _ estimated 
12% of the total expenditure went 
into direct mail. 

These, then, are the four main 
media of Belgium: Press, outdoor, 
sales promotion and direct mail. 
Together they accounted for ap- 
proximately three quarters of all 
Belgian advertising expenditures 
last year. 

This is perhaps a reflection on 
the trading pattern in Belgium. 
Despite its dense population, it 
appears to have more stores per 
capita than any other country. 
There is, in fact, one store for ev- 
ery 29 inhabitants. 


# One advertising man, holding 
what is by no means a minority 
view, expressed the opinion that 
there are too many stores. 

“Too many of our retailers are 
on the non-professional level,” he 
said. “They are not salesmen but 
order takers. Often they go out to 
work by day while their wives 
mind the stores. Then they come 
home in the evening and take) 
their turns in the stores, running 
them almost as a hobby. 

“The result is that the level of 
competence in retailing is very 
low. There is practically no ad- 
vertising by the distributors. The 
manufacturers must get the peo- 


ple into the shops to buy their 
products.” 


says CHARLES A. BRYANT 
Manager, Advertising Department 
Baroid Division, National Lead Co. 


“For several years I have read every issue of Industrial Marketing 
and have always found it to contain interesting, informative and 
factual articles and material, which can be adapted to our problems 
and operations. Of course, all members of the advertising depart- 
ment see IM, and all issues are kept on file for future reference.” 


A native of Dallas, Mr. Bryant attended Southern Methodist University and, 
after World War II service with the navy, began his business career as an 
assistant advertising manager for a national distributor of wholesale mer- 
chandise. Succeeding positions with various publications broadened his 
advertising experience. Prior to joining the Baroid Division of the National 
Lead Co., where he is manager of the advertising department, he was 
assistant to the director of advertising and public relations, Mid-Continent 
Supply Co. Mr. Bryant is serving his second term as president of the Texas 
Gulf Coast Chapter of the NIAA. He also is president for 1958 of the 
Southeast Texas Industrial Editors Association. 
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mated that a Belgian agency had, page in four colors would cost $1,-|the case of a record program or 


as much expense in dealing with 


an $80,000 budget as a British or | 
American agency would have in 


dealing with a $1,000,000 budget. 


000. 


s Although Belgium has no com- 
mercial radio, Belgian advertisers 


medium, 


around $40 for a simple morning) A draft bill, now before Parlia- 
|program, up to practically any | ment, which has the approval of 
limit for the more ambitious eve-|all three major political parties, 


make use of Radio Luxembourg I, 
which broadcasts in French; Lux- 
embourg II, which has programs 
in Flemish, English and the Lux- 


® Among the most important| 
periodicals are three general illus- 
trated weeklies in French and an-| 
other three in Flemish, three ra- 
dio magazines in each language|!, which carries programs 
and five women’s magazines in| French, English and German. 
each language. It is the usual; Only 45 seconds of advertising 
practice for publishers to bring| is allowed every 15 minutes. Rates 
out two editions, one in each of|run from around $200 for 15 min- 
the principal languages. | utes in the morning to $400 at 
As a guide to space rates, a lunchtime and to around $700 in 
b&w page in both French and|the peak evening hours between 
Flemish editions of Bonnes Nou-|8 p.m. and 10 p.m, 
velles (Goed Nieuws), a woman’s| 
magazine with a circulation of production costs, which can range 
around 250,000, would cost $700; a from a very negligible figure in 


in 


embourg dialect; and Europe No. | 


for a fairly big evening show can 
run to $500 or $600 for 15 minutes. 
About 2,000,000 radio receivers 


the owners pay an annual license 
fee of about $3. A combined radio- 
tv license costs around $16. 


® Advertisers also use Luxem- 
bourg television. The Luxembourg 
transmitter has a range of about 
60 miles, covering the southern 
one-third of Belgium. But this is| 


n consige basis many advertisers 
consider television an uneconomic 


says FRED J. HATCH 


Vice-President 


are in use in Belgium, for which | 


the least populated and economi-j/railway depots. 
To these prices must be added | cally poorest region, so that on the/|tions have cut down on the num- 


ic| be 


Baudouin some time 
year. It calls for a royal decree 
approving commercial radio and 
television for Belgium. 

Representatives of advertisers, 
agencies and media formed the 
Office de Telediffusion one year 
ago to work for and promote com- 
mercial television. 


@ There are numerous poster sites 
throughout the country, and fa- 
cilities for displaying posters at 
Recent  restric- 


ber of posters or signs which may 
be exhibited in one spot. Outdoor 


MacManus, John and Adams, Inc. 


“Industrial Marketing is one magazine that receives my pre- 
ferred reading each month. From cover to cover, I find a wealth 
of information that is of real interest to me in this business. 
I know that many of our key people subscribe to this appraisal 
of IM.” 


Following five years in the army, during which he rose from second 


lieutenant to colonel, 
in 1945 as manager of the Baltimore office. 
to the agency’s headquarters 


Mr. Hatch joined MacManus, John and Adams 
In 1950, he was transferred 
in Bloomfield Hills, Michigan, where he 


now serves as vice-president, director and account supervisor. Before 
coming to MJA, he operated his own agency in Milwaukee, Wisconsin. 


Outside the business world, Mr. 
Bloomfield Hills and nearby Detroit, 


Hatch participates in civic affairs of 
and also manages to find time 


for such diverse interests as photography, music and hunting. 


says WILLIAM D. PRATT 
Advertising Manager 
Abbott Laboratories 


“I read Industrial Marketing regularly, enjoying the broad 
range of subjects covered and the capsule summary preceding 
each article. I have found quite a few new ideas and applications 
in IM that have contributed to strengthening our marketing 


methods. And, it is surprising how often the book is torn 
with interesting articles routed to our people.” 


Mr. Pratt spent eleven years in the agency field with Keeling and Co., 
Incorporated, Indianapolis, before joining Abbott Laboratories in 1951. 
He was production manager of the agency for five years, and later did 
copywriting and copy contact. At Abbott, he started as a copywriter, 
but within three years was advanced to the post of creative director. 
Since 1956, he has served the pharmaceutical company as advertising 
manager. Mr. Pratt is active in various advertising clubs in the Chicago 
area, and devotes some of his leisure time to his favorite sports—golf 


and bowling. 


INDUSTRIAL MARKETIN 


200 EAST ILLINOIS ST 
480 LEXINGTON AVENUE * 


up— 


aeey * 
NEW YORK 


CHICAGO 11, 
17, NEW YORK 


@ 180) NB P 1 Year (13 issues) $3 


ILLINO'US 


, 


ning shows. Fees for artists alone | is expected to be put before King | 
later this| 


Un peu de détente... beaucoup 
de fraicheur avec Coca-Cola 


AT WORK—Working on the other 

side of the street, McCann also 

handles Coca-Cola in Belgium, as 

he does in the United States and 
other countries. 


66 99 
A is in Anger 


| Because all he hears 


| 


Is loud blaring music 
That deafens his ears! 


Music may have charms to soothe 
the savage breast and even some 
that are not so savage, but in a 
market the size of Greater Los 
Angeles, music can’t hope to 
appeal to everybody. 


It takes variety in programming 
to capture and hold the attention 
of all the individual minds that 
make up the collective market. 


For 36 years, KHJ’s FOREGROUND 
SOUND has had the necessary inter- 
esting, entertaining and variegated 
programming to deliver listeners 
who pay close attention to the pro- 
grams of their choice and to the 
commercials as well. 


Never underestimate the variety 
of tastes that make up America’s 
Second Market. Here is a medium 


| programmed to satisfy them all. 


| Te magazine of selling and adovitining lo business and indubly | 
INDUSTRIAL MARKETING 


LOS ANGELES 
1313 North Vine Street 

Hollywood 28, California 
Represented nationally by 
H-R Representatives, Inc. 
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concessionaires contend the new/|agree with this view, holding that 

rulings are harsh, but other ad-j|there are still sufficient sites 

vertising men are inclined to dis- | available. 

_..| In normal times it is not diffi-| 
‘cult to carry out a poster cam- 

have a job to be done? ee oe ee ee 
sites. 

Hesitate to dele- been booked solid until October | 

gate? Multiply in anticipation of the influx of| 

yourself @ thev- visitors for the World’s Fair. 

sondteld — with Besides neon signs, advertisers 

motion pictures 

delivering your 

own message . 


can use mobile electric signs 
Warning: Call ine professional pro- 


which display news items inter- 
spersed with commercials. These 


But this year all space has| 


comme René Basten 


ie Motex 


a7 


partez casuent @ avec 


Gillette 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 


ducer. are in many of the large towns 
Alt Vib hi and cities, and ads can be carried 
Come in four colors. 


= It is as hard to come by adver- 


Invasion of his Privacy, Violation REINSURANCE 
of Copyright — accusing your 
Agency, Client or personne!. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 


effectively, inexpensively. 4 


PRINTED 
BROADCAST 
TELECAST 


New York 107 William St 


Weskiagion Ghtenge Wellyweed | tisers’ budgets and agency billings 
Somebody may allege that it’s 
Whether 4) Slander, Libel, Piracy of his stuff, EMPLOYERS 


21 W Tenth, Kansas City, Mo 


ae ccad 175 W Jackson 


LOOK SHARP—A familiar advertiser, Gillette urges Belgians to get the 

blue-blade dispenser and get “the best shave in the world.” Fea- 

tured in the ad is Belgian racing driver Rene Baeten. Gillette ad- 
vertising is handled in Belgium by W. S. Crawford Ltd. 


in Belgium as it is to learn how to 
put an atomic bomb together in 
the kitchen. 


But the largest advertiser is 
undoubtedly Lever Bros., which 
spends an _ estimated $2, 000,000. 


341,814 Dick Wellings... 


Dick works at one of the 500 major oil 
companies that headquarter in Tulsa and 


st make it the “Oil Capital of the World.” 

5 * Smart advertisers reach the 341,814 families 
ee as. f inthis market over KOTV @ the station 
74 r | that has been first in Tulsa in every survey 

' + Buh since 1949 Represented by Petry 
Sn Be oper: 23 ARB, Telepulse surveys; 
ag. 7/58. 


583,192 Larry Egans... 


Larry is a plant manager for a local food 
packer. He and his family symbolize the 
$83,192 families that make up the Houston 
market which accounts for 4 of all the 
income, sales and business in the state 


oie 


eam” of Texas. 
J Say = sTo reach and sell these families . . . use 
RGULLTV. KGUL-TV @ .... the only station 


delivering city-grade service to Houston and 
Galveston. Represented by CBS Spot Sales. 


Sources: TV Mag. 7/58. 


HOUSTON | | 


203,300 Bill Wagnerts... 


Bill is a skilled machinist in a factory 
manufacturing agricultural machinery. He 
and his family are representative of the 
203,300 families that make Fort Wayne 
the nation’s No. 1 test market. 


Smart advertisers reach this market over 


¥ ¥ Tv WANE-TV © because more families 
WAN ‘s watch WANE-TV than any other station 
FORT) WAYRE) | in the billion-dollar all-UHF Fort Wayne 
3.4440. market. Represented by Petry. 


Sources: Area ARB, 11/57; TV Mag. 7/58. 


763,232 Jim Hookers... 


Jim is a skilled technician with one of the 
large pharmaceutical companies in 
Indianapolis. He is typical of the 

763,232 families that make Indianapolis the 
nation’s 14th television market. 


Smart advertisers reach the Jim Hookers 


a8 6. over WISH-TV @ the station that has 
WISH-TY dominated the Indianapolis market in 25 
INDIANAPOLIS 


consecutive surveys. Represented by Bolling. 


4.>.+.-. Sources: All ARB, Telepulse, Nielsen 
surveys since July 1955; TV Mag. 7/58. 


THE CORINTHIAN STATIONS Responsibility in Broadcasting 


KOTV Tulsa @ KGUL-TV Houston 


cea ir ay < 


@ WANE & WANE-TV Fort Wayne 


@ WISH & WISH-TV Indianapolis 
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| Second largest advertiser is prob- 
ably Procter & Gamble, spending 
in excess of $1,000,000. 

Beyond that the ranking is even 
more of a guess, but among the 
largest advertisers in Belgium are 
such international names as Gen- 
eral Motors, Ford, Esso, Shell, 
British Petroleum, Coca-Cola, Gil- 
lette, Nestle, Caltex and Philips. 
Among the local Belgian adver- 
tisers, the largest include Marie 
|Thumas canned goods, Piedboeuf 
beer, Sabena airlines, and ACEC 
| suptiances. 


|@ Following are the leading agen- 
(cies, with estimated billings: 


(000,000 omitted) 


Lintas . a . $2.0 

a. Walter Thompson . -- 1.5-2.0 
Vany-Pecko ............ 1.5-2.0 
McCann-Erickson ..... 1.5-2.0 
Publicontrol ............ 1.0-1.5 
Boden & Dechy .. . 10-15 
SEES eee, arene, SE 
Dorland . 0.5-1.0 
CPV Bart . 0.5-1.0 


Agencie Rossel 0.5-1.0 


see ee eee 


FC&B Adds Spice Islands 


Foote, Cone & Belding, San Fran- 
cisco, has been named to handle 
national and international adver- 
tising for Spice Islands Co., San 
Francisco, effective Sept. 15. The 
company markets a line of spices, 
herbs, vinegars and teas in the U.S., 
Canada, Europe and the Orient. 
Philip S. Boone & Associates is the 
previous agency of record. 


Simpson-Reilly Boosts Stoops 

Wayne Stoops has been appoint- 
ed manager of the San Francisco 
office of Simpson-Reilly Ltd., pub- 
lishers’ representative, succeeding 
Daryl James Jr., who has resigned. 
Mr. Stoops has been in the Los 
Angeles office of Simpson-Reilly 
since January of this year. Before 
that he was with Hixson & Jorgen- 
sen. 


Alderman Joins Knox Reeves 
Matt Alderman, with General 
Foods Corp., White Plains, N.Y., 
since 1939, as a research manager 
and néw products manager, has 
joined Knox Reeves Advertising, 
Minneapolis, as an account execu- 
tive on the General Mills cereals 
account. Mr. Alderman’s primary 
responsibility will be the compa- 
ny’s new hot cereal, Protein Plus. 


‘Oil Daily’ Names Evans 

Ray Evans, formerly a member 
of the executive sales staff of the 
Wall Street Journal, has been 
named eastern representative of 
Oil Daily. He succeeds John Ro- 
manchak, who has been trans- 
ferred to Chicago as midwestern 
manager. 


Weidman to ‘Mecanica Popular’ 

John C. Weidman has been 
named manager of the Cleveland 
advertising office of Mecanica 
Popular, Spanish-language edition 
of Popular Mechanics. He was 
previously in the Cleveland office 
of The Saturday Evening Post. 


Peters-Griftfin Names Haskell 
Jack Haskell, formerly with the 
tv sales staff of KTTV, Los An- 
geles, has been appointed Los 
Angeles tv sales manager of Pet- 


ers-Griffin-Woodward, station 
representative. 
BBDO’s Devaney to Chicago 


John P. Devaney, formerly with 
Batten, Barton, Durstine & Osborn, 
Minneapolis, for 12 years as an 
account supervisor, has joined 
BBDO’s Chicago office as manage- 
ment supervisor. 


K&E Gets Handy Andy 


Advertising for Handy Andy, 
Lever Bros.’ new all-purpose liq- 


uid household cleanser, has been 
awarded to Kenyon & Eckhardt, 
New York. 
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Nehi Switched to Add 
Sell, Field Staff: Harned 


(Continued from Page 3) 
clined to name the agencies, but 
admitted that the five finalists 
were Batten, Barton, Durstine & 
Osborn; Benton & Bowles; Comp- 
ton; D’Arcy and Lennen & Newell. 
BBDO, however, he said, was not 
really a contender, although it was 
among the finalists considered by 
the company’s selection committee. 

This committee, in addition to 
Mr. Harned, included T. H. Stan- 
ley, board chairman, W. H. Glenn, 
president, W. E. Uzzell, vp-sales, 
and Frank Gorman, vp-advertis- 
ing. 

The committee was unanimous, 
Mr. Harned said, in the selection of 
D’Arcy. 


® Interviews with the finalists 
were held in New York. All put on 
good presentations. None was spec- 
ulative. The committee, Mr. Har- 
ned said, was interested primarily 
in what the agencies had done, and 
what people would work on the 
Nehi account. It was interested es- 
sentially in the people, he said, 
the men who would write the copy, 
do the artwork, operate on the lo- 
cal level. 

“A routine, questionnaire, formal 
presentation type of approach to 
the selection of an agency for Ne- 
hi,” Mr. Harned said, “would have 
been a waste of time and effort. We 
knew the type of agency we want- 
ed, knew most of the people we 
talked with, but wanted to delve 
into details and discuss concepts 
and methods with them. We also 
wanted to let them know some of 
the details of the problems we are 
confronted with. Also,” Mr. Harned 
added, “we wanted an agency that 
would lend prestige to the account 
rather than one that would gain 
prestige from the account.” 


s Each of the finalists met with 
the full committee once only, he 
said, but Mr. Harned talked with 
each of them several times. On the 
matter of questionnaires, Mr. Har- 
ned explained that he thought they 
had their place and were useful in 
helping to select an agency in many 
cases. But in the Nehi case, he 
pointed out that the circumstances 
were such it would have been a 
waste of time and effort. Because 


If You're In Electronics, Communications 
Or Photographic Equipment — 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smalier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 
Wm. C. Copp & Associates 
72 West 45th St., New York 36, N. Y. 


.of his experience, background and 


personal acquaintance with the 
principals of many major agencies, 
he said, he was in a position to 
save a client time, expense and ef- 
fort. 


s Asked how he had been selected 
by Nehi, Mr. Harned said he was 
already “in the picture before the 
company decided to select a new 
agency.” He has been a consultant 
to Nehi and International for some 
time, he said. He serves three oth- 
er companies on an annual retainer 
basis but said he was not at liberty 
to name them. He also does spe- 
cific project work for different cli- 
ents which covers such things as 
advertising audits, studies of ad- 
vertising results, selection of me- 
dia, studies of ideas and copy 
themes, product and market test- 
ing, and coordination of merchan- 
dising and advertising programs. 


= Concerning International Paper 
Co.’s selection of a new agency, Mr. 
Harned refused to comment on 
published reports that the big pa- 
per company’s $1,000,000 account 
would be consolidated at Ogilvy, 
Benson & Mather after Labor Day. 

However, he said, virtually the 
same method of selection of the 
new agency was used by Interna- 
tional as by Nehi. In the case of 
International, he said, he screened 
a few more agencies, a total of 15, 
which was finally reduced to four. 
He flatly refused to release any 
names. 

“The important thing,” he said, 
to turn the subject, and to explain 
his method of operation, “is to do 
a few things well rather than a raft 
of things superficially. In proposals 
to a client it is easy to take a list 
of all things you plan to do, but 
if you look through them you will 
find three or four that can be done 
quickly and done well. I believe in 
concentrating on these and getting 
them done.” 


a Mr. Harned joined the old 
George Batten Co. immediately 
after graduating from New York 
University. When Batten merged 
with Barton, Durstine & Osborn he 
continued with the new agency. 
During his 33 years in advertising 
he worked in practically every de- 
partment of the agency as research 
man, copywriter, account execu- 
tive and administrator. Today, 
BBDO is one of his clients. 

Now ina highly personalized and 
confidential type of business of his 
own creation, Mr. Harned is doing 
the kind of work he likes to do. 
He believes the work he does ben- 
efits both advertiser and agency 
because he is in a position, he said, 
to help coordinate, interpret and 
clarify sometimes seemingly ir- 
reconciliable points of view on mu- 
tual problems. # 


Radio Rep Agency Bows 

Mid-America Spot Sales, a new 
regiotial radio station representa- 
tive, has opened in Kansas City, 
Mo. The mailing address is P. O. 
Box 4833, Kansas City 9. Ralph 
Meador, owner and general man- 
ager of KLEX, Lexington, O., is 
president. N. E. Paton Jr., man- 
ager of n. e. paton jr. associates, 
public relations counselor, is exec 
vp. 


Killelea Named Ad Manager 

Richard F. Killelea, formerly 
assistant ad manager of Inland 
Steel Co., Chicago, has been ad- 
vanced to ad manager succeeding 
William E. Geidt, who has been 
named assistant sales manager of 
the sheet and strip division. Chris- 
topher K. Beebe is the new assist- 
ant ad manager. 


ARB Network TV Ratings 


Week of Jul 


Copyright by American Research Bureau 


PROGRAM POPULARITY 
Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 


Rank 


y 7-13, 1958 


2 Twenty-One (Pharmaceuticals, NBC) ....ccccccccccccccssccecssesssecsecscceeceenenevsceeevenees 
3 What's My Line (Helene Curtis, Remington Rand, Florida Citrus, CBS) 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) o.......ccccccccceccscceceeceseeoees 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ............cccccccccccccoscesceeersceeseevevnee 
6 Pe mee meee (PR. 5, TRIED os. vc cccccoccccsnnsenssocccsiunssneescéevesédecsindensanies 
7 DREN? (LRN I i cise csnssssccecnieveceiscsnsecscounsieconechaaavusaul 
8 Wyatt Earp (Procter & Gamble, General Mills, ABC) ..............cccccesecceeessseeenee 
9 ee en MEPOOCUTY, MMIII IIIs... =. ssn csesshibinbenressseocanponsnntesesooannesl 
10 Father Knows Best (Scott Paper, NBC) ...........cssssssssesssssssessssssesesessnsessensesnee 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cccccccececeeseseseseneeeeee 44,770 
2 Twenty-One (Pharmaceuticals, NBC) ...........:c:.c:sssessersererseesesvevseceesseevenseenee 33,930 
3 Have Gun, Will Travel (Whitehall, Lever, CBS) ..........ccccccccccccccccecsceceseveuee 33,330 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........ccc0cesesesssees 30,290 
5 Ree mmmroury, MiNi MMII Ksscccosceckdubdsesrcessesooceseocsensverbessdsesesssvmace 30,080 
6 ee mene (Laven GRE is pacscs eccatsaccaschase uncsoceoscasesnanessonsosenronevede’ 26,580 
“7 | Love Lucy (General Foods, CBS) 26,240 
8 Wyatt Earp (Procter & Gamble, General Mills, ABC) .............ccccccccceceneeeees 25,61 
9 ve Got A Geeret (R. J. Reymoldla, CBS) ..ccccrcosssrrsoscesceosevsovsocessssersersccsessores 25,140 
10 Perry Mason (Libby Owen, CBS) 24,970 


* Percentage of homes reached in markets where show appeared. 


**Total number of persons viewing program. 


Lanolin Plus Adds Vazol 
Lanolin Plus Inc., Chicago, will 
use radio and tv spots, newspaper 
ads and point of sale material to 
introduce Vazol, a new medicated 
spray vaporizor product for relief 
of colds and nasal irritations. Test 
marketing has been carried on in 


New York and Philadelphia since 
last fall. National distribution is 
expected by October. Erwin Wa- 
sey, Ruthrauff & Ryan, Chicago, is 
the agency. Vazol will be distrib- 
uted by State Pharmacal Co., Chi- 
cago, a wholly owned subsidiary 
of Lanolin Plus. 


JAMES C. McDONOUGH has been 
named vp and creative director, a 
new post, of W. B. Doner & Co., 
Chicago. He formerly was with Er- 
win Wasey, Ruthrauff & Ryan. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 


© Paper in rolls costs less 

© Prints 4 times as fast 

© Prints 2 sides in one operation 

© Prints and folds on press 

© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 


says WILLIAM H. BURGESS 


President 


Mr. Burgess reads Adv 


at home for entertainment as well as 


for valuable ideas. Here 
words: 


“As the president of a company en- 
gaged in the manufacture and na- 
tional distribution ofa consumer prod- 
uct, I regard Ad Age as one of my 


most valuable source of 
the consumer products 
our corporation was so 


fully believed AA would no longer 
serve a direct need. What a pleasant 
surprise it has been to discover that 


AA is still valuable reading. Through 


its complete coverage of 


“Ad Age gives me more 
relaxation at home 
than reading fiction” 


Electronic Specialty Co. 
Los Angeles, Calif. 


ertising Age 


are his very 


ing industry, I find Ad Age simulta- 
neously provides superb coverage of 
business and financial news. This 


keeps AA on top of the other publica- 


ideas. When 
division of 
ld, I regret- 


the advertis- 


tions that I enjoy reading at home. For 
sheer entertainment I find that read- 
ing Advertising Age with its well pre- 
sented facts and news gives me more 
relaxation than reading fiction.” 


Why don’t you try relaxing with AA 
at home—away from busy office tur- 
moil? For three little dollars you may 
have a whole year of Ad Age—52 
idea-packed issues. The coupon below 
guarantees your satisfaction. Just 
mail it today. 


| Advertising Age, 


200 East Illinois Street, Chicago 11, Illinois 
Here is my order for a year’s (52 issues) service of Advertising 
Less than 6¢ Age. Anytime I am not satisfied, my money will be refunded. 
a week for 52 My Name Title. 
k f Company ate is 
wee 3S f+) Nature of busi 
IDEAS! 
() Home or 
() Busi Address. 
City 2___State 
0 $3 enclosed 0 Bill firm 
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Carlson Atherton Klitten 
NOW sixTy—Milton Carlson accepts congratulations on the Milton 
Carlson Co. becoming the 60th member of the Southern California 
council of the American Assn. of Advertising Agencies, from Alfred 
Atherton, Atherton Mogge-Privett, council chairman, and Martin 
Klitten, Martin R. Klitten Co., secretary-treasurer. 


Fee Gat pap ore FIP tor & hal but pee can’t tee from Adem ot $695. You can pay 


oer $15 for shat Sut pew caw'l tet t ern Adam ot $8.85. You can pay over S20 for » 


ttn cwmmm int AL tees 


Ot AT AERC RERS 6 Hemee ot Mem Rowe Me Oe om ATE I Maem, Mee ee ne Gates Teme 


FACE VALUE—Poster art and photog- 
raphy combine to get the message 
across in this b&w fractional page 
ad to run in Ebony, Life, Look, 
Sports Illustrated and Time be- 
tween October and January. Emil 
Mogul Co., New York, is the 
agency. 


DOWN IT GOES—Double posters being shown in Mary- 
land are part of a “thirsty look” campaign for Amer- 


BOOSTER—“Find this man! .. . he’s 
the promotion pro who can soup up 
your sales,” says this Mark, Simeon 
& Renard poster in five Long Is- 
land Rail Road stations, Pictured 
is Joel S. Jablons, creative direc- 
tor of the agency, a Long Island 
resident. 


SUMMERTIME 
—It was hot, ya 
see, and along 
came this picture 
of Anne Hey- 
wood, product of 
the Rank Organ- 
ization. Suppos- 
edly, there has to 
be a reason for 
running a pretty 
girl’s picture... 
but it was hot, ya 
see, and along 
came... 


O’Connor, brewery sales promotion manager, and 
F. M. (Bud) Rodgers, account executive for the 
ican Brewery Inc, In the foreground are John agency, VanSant, Dugdale & Co., Baltimore. 


Bouchard 


Callan Lehrter Sylvestre 
SET TO CONQUER—Mars Inc. executives and cohorts pose at a Chicago 
meeting at which an increased ad program—using more network 
tv and print—was announced. Shown here are H. A. Lehrter, gen- 
eral advertising manager, and B. A. Bouchard, vp, director of sales, 
both of Mars; E. E. Sylvestre, chairman of Knox Reeves Advertising, 
Minneapolis, Mars’ agency, and Joe Callan, vp of Kling Studios, 

Chicago, producer of Mars’ displays. 


CHICAGO'S FAVORITE. 


World's Finest Bourbor 


since 1795 


BOUNCING BULLETIN—James B. Beam Distilling Co.’s “Beam Block 
Buster” on Chicago’s Lake Shore Drive features large lighted-from- 
within block letters which dance continually on top of the sign. 
The bulletin will be rotated every 30 days. Plans call for similar 
ones in other markets. Edward H. Weiss & Co. is the agency. 


Cassidy Hengel Davenport 
visitoR—H. E. Cassidy, president of McCarty Co., Los Angeles, dis- 
cusses American and German advertising and economic conditions 
with Dr. Peter Hengel, director of new business development of 
Hanns W. Brose, a McCarty affiliate in West Germany, and Clar- 

ence Davenport, McCarty exec vp. 


QUEEN — Dodie 
Marshall has 
been elected Miss 
Anti-Freeze and 
here promotes Du 
Pont’s Anti- 
Freeze Weeks—in 
the North, Sept. 
22-28; central 
states, Oct. 13-19, 
and the South, 
Oct. 27 to Nov. 2. 
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they had to say about magazines: 


Question: Which magazine 
would give you the 
most confidence in 
a product and, per- 
haps, get you to 
buy the product? 


Good Housekeeping 


Reader’s Digest 


Life . 


True Confessions 


. 


Confidential . 
No Preference . 


Total 
Base 


“IT’S GREAT WHEN SOMEONE ELSE* 
SAYS YOU’RE BEST AMONG MAGAZINES” 


*In a study conducted by Pulse, Inc. for ABC-Television Network during April, 1958, 
1029 women were interviewed in the cities of New York, Philadelphia, Detroit, Cincinnati, 
Atlanta, Chicago, Dallas, Fort Worth, San Francisco, Seattle and Tacoma. Here’s what 


Total 
64.6% 
22.8 
19.5 

1.4 
3 
7. 
110.5% 
(1029) 


It’s just another confirmation of the truth in “Win A Woman’s Confidence... And The Rest Is Easy!” 


(sood Housekee 


A HEARST MAGAZINE 


CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


pin 
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Roberts Joins National Starch 


refinery engineer, has been ap- 


Fred N. Roberts, formerly in the | Pointed to the new position of co- 
market research department of M.| °rdinator of market research of 


W. Kellogg Corp., New York, oi] | National 


Starch Products Inc., 
New York. He will serve as staff 


We've read thousands of U.S. 
and Canadian newspapers in the 
past 9 years, looking for unusual 
local retail promotions: traffic- 
building stunts, give-aways, anni- 
versary gimmicks, slogans, etc. 
used by local retailers. Result? 
We've assembled over 300 good 


sly 


“Ideas 


and we challenge anyone selling 
(or writing) local retail advertis- 
ing to read them without finding 
at least 10 good usable ideas! 108 
pages, well-illustrated, these 300 
ideas are yours for only $25. Sat- 
isfaction guaranteed. 1.F.1. Adv. 
Agency, Christie Bldg., Duluth, 
Minnesota. 


assistant to James Dillon, senior 
vp in charge of long range plan- 
ning and growth. 


Fawcett Gets Sugar Planters 

Vance Fawcett Associates, Hon- 
olulu, has been named to handle 
advertising for the Hawaiian 
|Sugar Planters Assn. The agency 
also has been named to conduct a 
one-year campaign for the Hawaii 
Hotel Assn. 


John Alvarez to SSC&B 


merchandising representative of 
General Foods Corp., has joined 
the merchandising department of 
Sullivan, Stauffer, Colwell & Bay- 
les, New York, as store panel co- 
ordinator. 


Speer Joins ‘McCall's’ 
Richard A. Speer, formerly with 


John Alvarez, formerly sales and oe ea heeeede ee bee on, % +. eotfereee 
ADAPTABLE—In one day’s mail to Advertising Age came these two 


& 
S 
oe 
& 


MORTUARY 


Prosperity just takes initiative 


ghoulish twists on the “You Auto 


of a promotion piece mailed out by Dillenbeck-Galavan, Los Angeles 
representative, the other “anonymous.” 


Buy Now” campaign. One is part 


O’Mara & Ormsbee Inc., has 
joined the Detroit sales staff of 
McCall’s. 


i 
Bi. 


NOW...MORE THAN EVER 


SOLD 

CINCINNATI 
EADS THE 
CINGI 
ENQUIRER 


Just ask your 


+r MOLONEY, REGAN & SCHMITT 


Representative 
for the facts 


‘AT 


ABC Promotes Bernstein 

Philip M. Bernstein, a member 
of the press information depart- 
ment of American Broadcasting 
Co., New York, since 1953, has 
been promoted to assistant direc- 
tor of press information for the 
network. Mr. Bernstein replaces 
Stephen Strassberg, who was 
named ABC director of press in- 
formation (AA, Aug. 11). 


‘Parents’ ‘ Names Ed Fryk, 
George Hadlock VPs 

George Hadlock, advertising 
manager of Parents’ Magazine, 


George Hadlock Ed Fryk 


and Ed Fryk, western advertising 
manager, have been named vps of 
Parents’ Institute. 


Irwin Becomes Publishers’ Rep 

Mead Irwin has resigned as} 
eastern advertising salesman for 
Consulting Engineer to become a 
publishers’ representative, and | 
has opened an office at 520 Fifth 
Ave., New York. 
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‘57 French Ad 
Spending Topped 
$300,000,000 Mark 


Paris, Aug. 12—French advertis- 
ing expenditures topped the $300,- 
000,000 mark in 1957. 

Figures published here by the 
Union des Annonceurs (French 
equivalent of the Assn. of Na- 
tional Advertisers) show a total 
expenditure of 114.7 billion francs 
in 1957—a gain of 16.5 billion 
frances over the 1956 figure. 

Converted at official exchange 
rates, this puts the French ad bill 
for 1957 at $318,000,000. 

Newspapers and magazines con- 
tinued to account for roughly half 
of the total advertising expendi- 
ture. The next most important 
medium in 1957 was direct mail. 
Following is the media breakdown: 


(Billions of 
Media francs) 
Newspapers, magazines 
(excluding classified) ................ 60.0 
GRE. ceccsuincntionenrecitiinanynesevin 7.8 
III sinrinnintapatics ssnonperavbioiactoimaece 5.5 
I a cre niinnsttieeneeeatetannines 6.0 
SRR SRRE, tated epte ate pee 14.2 
RR Ge RNIN at neitcttencccsadnevinagonentse 13.0 
Miscellaneous — ..........cescessserseeeeeereee 8.2 


® The leading. advertised category 
was clothing and textiles, account- 
ing for 20.1% of all advertising 
expenditures. Next came food and 
drink (16.5%); home appliances 
(14.6%); perfumery and beauty 
products (12%); cleaning agents 
(8.5%); furniture (5.4%); depart- 
ment stores (4.7%); automobiles, 
cycles and oil (3.5%) and drugs 
(2%). # 


Nelson Adds Goodwin 


Nelson Advertising Co., Des 
Moines, has been appointed to 
handle advertising and pr for the 
Goodwin Cos., eight brick and tile 
manufacturing plants in Iowa. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 


Sept. 18-19. National Assn. of Broad- 
casters, Region 3, Hotel Buena Vista, 
Biloxi, Miss. 


Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Sept. 22-23. National Assn. of Broad- 
casters, Region 6, Oklahoma Biltmore, 
Oklahoma City. 

Sept. 25. Magazine Publishers Assn., 
fall conference, Waldorf-Astoria Hotel, 
New York. 

Sept. 25-26. National Assn. of Broad- 
casters, Region 7, Challenger Inn, Sun 
Valley, Ida. 

Sept. 29-30. National Assn. of Broad- 
casters, Region 8, Hotel Mark Hopkins, 
San Francisco. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 

Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whitley 
Hotel, Montgomery, Ala. 

Oct. 6-7. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Hotel Statler, Boston. 

Oct, 9-10. American Assn. of Advertis- 
ing Agencies, Central Region’s annual 
meeting, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Hotel 
Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
Network, 4th quarterly business meeting 
and workshop. 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 21st annual 
convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

Oct. 13-15. Packaging Institute, 20th 
annual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 
casters, Region 5, Hotel Radisson, Min- 
eapolis. 

*Oct. 17-19. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, 
Sheraton-Cadillac Hotel, Detroit. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 27-28. National Assn. of Broad- 
casters, Region 2, Hotel Statler, Washing- 
ton, D. C, 

Oct. 26-28. National Newspaper Promo- 
tion Assn., Central regional meeting, 
Whittier Hotel, Detroit. 

Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 9-12. Assn. of National Advertis- 
ers, fall meeting, The Homestead, Hot 
Springs, Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Nov. i6-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

*Nov. 17. American Marketing Assn., 


Regional Industrial Marketing Conference, 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting. The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 25. National 
tions, Los Angeles regional conference, 
Hotel Statler. 

Nov. 26. National Business Publica- 
tions, San Francisco regional conference, 
Sheraton-Palace. 

*Dec. 28-30. American Marketing Assn., 
National Winter Conference, Morrison 
Hotel, Chicago. 


Business Publica- | 


| 


Jan. 23-25, 
the West, 
Jose, Cal. 

April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., 
Eden Roc Hotel, Miami Beach. 

April 12-16, 1959. National Business 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 


1959. Advertising Assn. of 
midwinter conference, San 


management conference, Skytop Lodge, 
Skytop, Pa. 
*June 8-11, 1959. Outdoor Advertising 


Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


Rudsten Sets Coupon Mailing 
Oscar E. Rudsten & Associates, 
Boston, has set Sept. 29 for be- 
ginning a direct mail coupon of- 
fer, covering five states in the New 
England area. A trip around the 
world will be tied in with the cou- 
pon mailing. Designed to reach 
more than 2,000,000 people, par- 
ticipation will cost $13 per 1,000. 
Besides the mail, ads will be 
placed with radio, tv, newspapers, 


and at points of sale. The program 
will be known as “Giant Value 
Coupon Savings Jamboree.” 


Publicis Adds Swiss Aftiliate 
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| Peeipeenal working agreement 
Publicis, Paris, has entered a) with Gisler & Gisler, Zurich. 


WLEX-TV Names Beckjorden 

Elisabeth M. Beckjorden, New 
York, has been appointed network 
and personal representative for 
WLEX-TV, Lexington, Ky. Bolling 
Co. will continue to represent the 
station nationally for spot tele- 
vision. 


Smith & Dorian Adds Two 

Facciola’s Frozen Foods, Daly 
City, Cal., and Royal Blue Repro- 
graphics, San Francisco, have ap- 
pointed Smith & Dorian, San 
Francisco, to handle their adver- 
tising. 


‘Review’ Boosts Rates 

The Saturday Review has in- 
creased its advertising rates, ef- 
fective Jan. 1, to $1,660 a b&w 
page. New rates are based on a 
guaranteed circulation of 200,000. 


You, too, can get WE merchandising — 


help in Muncie, 


Mr. Gene Fudge, district representa- 
tive for Friskies Dog Food and the 
Carnation Milk Company says: “The 
Muncie Star and Muncie Evening 
Press always give the best of mer- 
chandising support. You ask for any 
particular type of help and you get it! 
You can’t ask for more.” 


‘The MUNCIE STAR * MUNCIE EVENING PRESS 


National Representatives: Kelly-Smith Company 


ren sali 


WIC 


BMWICHITA PLUS 14 OTHER IMPORTANT KANSAS 


TA- 


N HL SMITH 


P w 


COMMUNITIES ore 


JEWELL 


A OSBORNE wiTcHeLL | TCEY 7” FOTTAWA=| sacnson 
JEFFERSON] cave 
worth 
OTTAWA 
LINCOLN Wd 
REGO ELLIS RUSSELL DICKIN-| (ay e it 
— SON GE WABAUNSEE ope Kansas tl 
N LLSW@RTH t . tina? @ MORRIS OSAGE ‘ 
D ¥ Hye rington LYON FRANKLIN 
RUSH [BARTON E\icrprth j| Lf 
G RS ASE 
Benc » —_ COFFEY 1) 
PAWNEE > run YA 
STAR p ol : 
FORD r 
L [BUTLER GREENWOOD  cooasom ALLEN 
EDWARDS Hutehi dorado” 
© ~ 
: , d ne OSHO : 
Ap KINGMAN ‘ ete: WILSON | NE eT) 
tat o~ , idbi aa 
BARBER SUMNER, NCOWLEY 
C RPE . aoa E- TABETTE 
- © -" n CHAUTAUQUA} 
ae arper 
. Be oe 7 


HOWARD 


N S$ O N 


PETERSON, GENERAL MANAGER 


Nom Go ee 


QO. 


ae * “phe ee Lo: ata iar Sa Lae eae ri 4 ; ‘ ote ‘ es aN, PO. ope Serieh gut) he ae i < , 
ee ye nes ae sto ie F J . 1) Fosaee 2 ‘ Be He r ears 
i « a “ ; ; an ae « as : meni : : tes 2, ee ‘ aie ah ee oe 
ee: a 
Te 
| Po ee —— ————— | 
a = 
a Lorem etn eal ite. eet Py. iy - 
| AOE a Py o” 5 
= \ i ; E 
; Mieviee ate 
q ‘ES gt 
i f Rass 
a : ‘ 
| tg = oe Moke 
| # # Se ee 
| Re oe 
| 3 ‘4 a ean aL 
| S 4 a try 
4 ; be 
) xg oe nl 
By A bs 7 
£3 a ‘ bcs ie 
{ a ie oe 
B t 4 ee | 
{ es Fs Sor’ ante 
H eS FS eat, 
#3 ee 
f | # Le, 
' | i ; eT 
) 3 F Pigott Be. he 
‘ | : 
i 
ms BPs a 
ay sys < aa 
: ae 
i ' . > ANA ‘ «alate 
SS, MUNCIE, INDIANA £ tye 
: as 5 Re ih 
| ORR ttt sccsnnaen on tigseeiiicie go ; . z- 
b . Ri teal agave Nin aaa eo 
| oe a 
| po P| a oi 
ee e' 
pat, ee 2 e ss 
: ry : see 2 ois eee hi 
‘ te C Z ) Aah ci’ >, se i te ha ae =e in 
vain 3 OR ee eee <7 Lies eee ge eee ‘ TN ee abs ic bb 
| - his daa Si ok Al Segara Bees Sec Oy Tae rae te A ane es ta ie 
‘ | aie ki Peete fs gi hl ae Mee 3) Tp ue a pote ee ete 
j a iret a cea. « # ‘eed 7 epee tie Bin Bein ates Ao ag : paw i eee 
oe De Pama coma 0% tpg bie oe eee eee Rekeeltnh ¢ ee tact ioe RS a dS Ree a a one 
Cee tee, eT nee Se Berea ee i NS a 
| st: 2g, Rata a coal i pe, Ra ih a SF n <2 
{ | i Ati + oe : Ma ee oes | 
| ie ee a “Re =P 
! | fase eee o ‘ ; pee 
, | ace an 
| A. 7 , ‘ 
| h hi ta Wk ad ~ 
: : ae se cae les se ae 
| ‘ OR Bema or ers Sic i Mammen maha romeo re : ek, 
Be youl a a ensegeehe; ss eke SIRs ed ae +e ihe eee 
ary ASS Sane 2S ae Mi ee Se ee ania Rie es 
i ee Saree Sane" ee eee tee a 
{ ba oer se al aa See amie la Palin TEM og ee 
i | = ie : d ig i 
} 2 eee ee om See 
Cr i : 7 ee : 
} : 5 ea 
y ¢ Ss eA Se gaat ret) an 
a ae [ba pe le Ses ee 
4 | : . ran Z - 80) res # 
oo , aoe Se 3 
| > ‘ 
se ean 
- A 
§ ulggie, bedenia ea : rk) ce at Re 
a) ee 2c Pa tcgenry 
ett a " Ff + pad Q “bes 
sail. Soman oA ing 
Sg tee ee se ae Pe Sey 
he Oe ae err: Et Veep 
“ae epooeses 5 Ae eee 
“ piiteietist LE? cence re ; \ 
lee Seva 
eras ¢: 
4 . 
; | a, 3 
| ae . a | { 
| ng 
: : ic 
} SHeee canon, Sapeseny al se as oN, Ate, te 
; ae | ae 
| , ea Cee 
_.! Seen ess 
Es, ee I) a, 
| pea ay Ue ay BAN ee Ms a Sere) eas re 
| a a ee 
| eo, a vy be a Sesie oa corn 
| ut Bs PRO a Meee a, ie : yates 4 ; ap Pree cats a 
| & SM it pater eee mee ed Fe ee ee aa: +a ee eee 
Meera ey ute “meet ee es gi Benin eee gh ey 
; eae he is. SGN Dan ii Maat eae oe BAe ed, Sone 
See ease h Soe es: ae ee Pie eae 
ieee aces preg ae 4 eres Fak oa) aR oe 7 + eal petty 
: | PAE Se a Sel Pega pik ge SA ay ai i a 
; : mre gt: Pee ee TOTS ae Apes 
f EO LETT oN Cee Eames Dials r SiS irae 
‘ ayaa ames Vee es Kos: ar . iets » Be yar? RE 
} - ¥ ti. rr < 7 
? : = : 
{ 
{ f 
i zt 3 ‘ , 
; silico) daa Ree ee ENS ee See er ee eg seme a 
a } fo RR Ag Gta a hae Re ONAN ams uaa at see ie Nr Om i ae Bie ame See 
" | sp ee GN a i Canons se agen WS lo RM a Renn tene. eae as ee 
{ | Sys g Sadat ae De nae eee eerie cra Py eee © PRIM § Noite aia 
' | 4 — pra Aa St es ort sew I Ai TS sees ah 
: | ee “i eke rege epee 
y | fe : A - " hee yop | 
Ba sna thes Wight ate 
! ae” . een 
ears a Oe em 
ed, ee 2 
f | poe ee a q ee han, 
‘ . Sta a, s “Ss 
RES ha Sa an Ba 
a Pe eae is a 
i R 
3 
2 
f PRY eee entro re 2 a, 
{ OR MMR ear Pe 
j dan a ae ea ei 
N ‘ ed 
: ’ Need 
‘ Se ad ee 
{ 
‘ aoe ss 
i a genet 4 
| Pe et tee 
| a > oe 
| get, ais i 
ae see 
| et ote 
4g 
7 , . ee oy : j ; cere, as oe & ae, Pie stot o, eR or 7 ode 
: - = 3 ae Tir nL” hay Fg SER et 8 RS eee Tae ee om a 7 Se Fe Sn 4 pet Ss 
Bee a 
bs 8 Sag Re ree 
pig ue py a Bee a See, 
ae Pope,” pcm eee cre on i Malas Sin 
bats ae iS eee ee a: 


ii 


We'd like to explain why Los Angeles grocers don’t wear feathers 


Nowadays grocers can’t afford to give shelf room to products that 
stay put long enough to gather dust. 

But to keep the dust from settling — and his tail feathers from showing 
—what’s a grocer to do? 

In Los Angeles, he relies on The Times—and in doing so, shows you 
a trusted rule-of-thumb for evaluating a newspaper’s effectiveness. 

For years media buyers have watched where retail grocers— the men 


who know the market— put the big share of their advertising dollars. 
In 1957 the Los Angeles Times carried 42% more retail grocery linage 
than the second ranking metropolitan newspaper—or, to make another 
comparison, more than the total retail grocery linage of the third and 
fourth newspapers combined. 
To take the feathers out of your pocket—and put them in your cap... 
put your advertising schedule in The Times. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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Advertising Age 


Feature Section 


Brand Familiarity: Great Selling Force 


Commercial Is Everything in Radio 
Is Typography Merging with Art? 


Brainstorming in Communications 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


In Question and Answer Form... 


THE NATIONAL NEWSPAPER OF MARKETING 


Here Are Eight Tips for Media Buyers and Salesmen, 
Aimed at Improving Their Relationships 


The New England Media Evaluators Assn., composed of 17 agency 
media buyers, met recently to discuss how they and media sales- 
men can work together more effectively. They covered such matters 


as the merit (or lack of it) of presentations to groups of personnel 
at the agency, the number of people at the agency whom the sales- 
man should call on, and media-buyer field trips to publishing and 
broadcasting facilities. The questions and answers presented here 


were prepared by the association as an abstract of the discussion. 
They are both authoritative and meaty. 


As a service to the media salesmen who 
call on advertising agencies, the assembled 
members of the New England Media Eval- 
uators Assn. have answered eight ques- 
tions often asked by salesmen who call on 
them. 

Because of differences in agency policy 
among association members, it was dif- 
ficult to arrive at a unanimous opinion 
on most subjects. The answers given be- 
low represent the majority thinking of 
the media buyers who attended the or- 
ganization’s first round table discussion 
on “Improving Relations Between Media- 
Buying and Media-Selling Forces.” 

Oddly enough, only the first three ques- 
tions dealt with the salesman’s respon- 
sibilities and the last five were concerned 
with the obligations of the buyer. 


Q. How many calls should a salesman 
make? 


A. As many as are necessary to get his 
medium’s story across. In some cases one 
call a year may suffice. In others where 
there is a complex medium or many ac- 
counts in its field, frequent contact is 
advisable. In either case, the salesman 
should plan his call by tailoring it to a 
particular client’s problem, by offering 
new information, by performing a serv- 
ice for business he already has, by making 
a new contact, or by simply restating his 
case. This last suggestion admits that me- 
dia buyers are only human and often need 
to be reminded of a medium’s values. 
In all cases, we advise purposeful calls 
no longer than is necessary for the sales- 
man to make his point. A point is made 
when the buyer understands it, not neces- 
sarily when he buys the medium. 


Q. Should a salesman make an appoint- 
ment to see the media buyer? 


A. An appointment is an intelligent 
step. It saves time for the salesman by 
assuring him that he will see the buyer. 
The salesman should remember that there 
are two types of appointment—the “ad- 
vance” and the “immediate.” The “ad- 
vance” is defined as as appointment made 
at least 24 hours before the desired time 
of contact. The “immediate” is defined 
as an appointment which is made on the 
same day as the contact. The former type 
of appointment is rarely thought neces- 


sary unless the salesman is coming from 
a distance for the expressed purpose of 
making this particular call. The “imme- 
diate” appointment, however, should be 
utilized whenever possible. It takes little 
time or effort for a salesman to stop in 
a phone booth to call and see when it 
would be convenient for the media buyer 
to see him within the next few hours . . 
little effort which may save much wasted 
time in the reception room and usually 
results in a more receptive frame of mind 
on the part of the buyer. 


Q. To what extent should the salesman 
call on other agency personnel? 


A. That depends on the way the agency 
is organized. Where the buying authority 
is shared by several, the salesman should 
tell his media story to all concerned. 
Where the buying authority is centered 
in one individual, it is not necessary to 
repeat the media story to all concerned 
with the account. In both cases, however, 
the salesman should call on all personnel 
concerned with an account to keep them 
up to date on market information. And 
in all cases, it is good business sense to 


EVALUATORS EVALUATING—Here is the New England Media Evalu- 
ators Assn. in session. Left to right, they are: David M. Guinee 
of Chambers, Wiswell, Shattuck, Clifford & McMillan, Boston; 
John P. Sullivan of Cooney & Connor, Worcester; Jean Smith of 
Edward W. Robotham, Hartford; John S. Kossak of George T. 
Metcalf, Providence; Eleanor Hoey of Chambers, Wiswell; Er- 
nest C. Clark Jr. of Henry A. Louden, Boston; Malcolm C. Choate 
of Cory Snow, Boston; Alice Lidell of Kenyon & Eckhardt, Bos- 


keep the media buyer informed of all 
new market and media information that. 
has been passed on to other agency per- 
sonnel. New salesmen should always call 
on the media buyer first to learn the me- 
dia policy of the agency. 


Q. Should agency group meetings be 
held for media presentations by salesmen? 


A. That depends on agency policy as in 
the previous question. If several are in- 
volved in the media decision, a group 
decision may be a time-saver for all con- 
cerned; otherwise, it is a waste of time. 
On the other hand, a market study may 
be of interest to all concerned, even 
though media selection is one man’s job. 
The decision should be left up to the 
media buyer who can gauge the presen- 
tation’s effectiveness in the light of agen- 
cy policy and decide whether a group 
meeting should be held. It was felt that 
many of the group presentations cur- 
rently being requested by salesmen were 
unnecessary and wasted an accumulative 
amount of valuable executive time. The 
salesman should take great care that he 
has a significant media or market story 
to tell and that it is tailored to the prob- 
lems faced by the agency’s clients—not 
just a general story about the medium 
and the market it serves. 


Q. What responsibilities does the media 
buyer have for acquainting the salesman 
with the policies and operations of the 
agency? 

A. The media buyer should acquaint 


every new salesman with the agency’s 
policies and operations. This should be 


done, when feasible, by a conducted tour 
through the agency, indicating the offices 
of personnel whom the salesman should 
know. When possible, the salesman should 
be introduced to these individuals. The 
media buyer should acquaint the sales- 
man with special customs of the agency. 
Such customs may be the checking of the 
media file each time the salesman calls 
or the hours best suited for seeing agen- 
cy personnel. The media buyer should 
outline for the salesman the organization- 
al structure of the agency. The media 
buyer should encourage the agency to 
provide printed material outlining such 
organizational structure and also mate- 
rial listing the accounts the agency han- 
dles. 


Q. How far should the media buyer go 
in acquainting the salesman with the 
accounts that are potential clients for his 
medium? 


A. As far as possible without divulging 
information which may be of a confiden- 
tial nature. Letting the salesman know 
about an account allows him to talk in- 
telligently about how his medium can 
help solve that account’s marketing prob- 
lem. Knowing an account also keeps the 
salesman on the track instead of letting 
him get derailed into generalities about 
the medium. 


Q. Does the media buyer have a respon- 
sibility to see the salesman every time he 
calls at the agency? 


A. Within reason, yes. There is a re- 
sponsibility not only to the salesman but 
to the agency. The media buyer is the 
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ton; Bruce P. Mattoon of Wilson, Haight, Welch & Grover, Hart- 
ford; Dean Valz of Sutherland Abbott, Boston; David R. Williams, 
of Harold Cabot, Boston; Ruth Gaeta of James Thomas Chirurg, 
Boston; Robert Gurrier of Charles Brunelle) Hartford; William 
Van N. Washburn of Hoag & Provandie, Boston; Mary Hickey of 
S. Gunnar Myrbeck, Quincy; and Jackson L. Parker of James 
Thomas Chirurg. Media buyers of New England agencies record- 
ed their discussion in these questions and answers. 
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agency’s official ambassador to the pub- 
lishing and broadcasting world and it is 
for the agency’s good that he should be 
a diplomat in all of his dealings with the 
publishers’ and stations’ representatives. 
If the buyer cannot spend time with a 
salesman at the time of his call, he should 
tell him personally way it is impossible to 
see him and suggest a suitable time for a 
call-back. 

If it is impossible to make a personal 
contact because of attendance at a confer- 
ence, etc., then the buyer should instruct 
his secretary to make the necessary apol- 
ogies and to suggest a call-back time. In 
time of undue pressure, salesmen from 
out of town may be given preference since 
they have limited time. The underlying 
quality in all dealings with the salesman 


should be honesty. 


Q@. Should media buyers make field 
trips to publishers and air media stations? 


A. Opinion was sharply divided between 
those who found such trips of value in 
understanding the media and those who 
found the time better spent in reading the 
publications or monitoring the air media. 
The former felt that they could gain in- 
sight into the quality and objectives of 
media by visiting the media offices and 
talking to key personnel. The latter felt 
that the test of a medium’s quality was the 
medium itself and that reading or mon- 
itoring the medium would give a better 
indication of whether it was achieving its 
objectives. + 


Mail Order and Direct Mail Advertising ... 


Reverse Personalizing of Direct Mail 


By Elon G. Borton 

In the mail campaigns of Scotts Seeds 
Inc. of Marysville, O., there is a constant 
tie-in of Charles D. Mills, its chairman. 
His signature and pictures are used fre- 
quently. To me as to thousands of other 
gardeners, Charlie 
Mills is Scotts as well 
as almost a personal 
friend. 

My wife, Dorothea, is 
on the mailing list of 
several direct mail gift 
houses: Walter Drake 
& Sons of Colorado 
Springs; Carol Beatty 
of Hollywood; Damar 
of Elizabeth, N.J.; Ca- 
malier & Buckley of 
Washington, D.C., and Miles Kimball of 
Oshkosh, Wis., among others. I am on 
the mailing list of garden firms such as 
Jackson & Perkins, Newark, N.Y.; State 
Nurseries, Tipp City, O.; Inter-State Nurs- 
eries, Hamburg, Ia., and W. Atlee Burpee 
Co., Philadelphia. 


Elon G. Borton 


= These and many other successful direct 
mail houses have built large mail order 
businesses around one characteristic 
which I call reverse personalization. They 
have, of course, good products and good 
merchandising methods. They utilize fully 
the personal touch discussed in our latest 
column of playing up the recipient of 


On the Merchandising Front... 


their mail. But they do something more. 

In advertising publications it is usual 
to ridicule the earlier advertising practice 
of running a picture of the company’s 
founder or of the factory—and in general 
I agree heartily. But these direct mail 
successes have made a point of the con- 
demned practice. They play up the per- 
sonnel of the company and try to bring 
it close to you. They personalize the foun- 
ders and the officers of the advertisers. 

One such mailing piece will illustrate 
the practice. On the first inside page are 
three photographs: the founder (with 
whiskers), his son, and the grandson, now 
the company president. There is a chatty 
letter from this grandson over his signa- 
ture and there is a picture of the com- 
pany plant. Throughout the mailing piece 
there are little drawings of the family 
of this president, and personal comments 
by him about various products illustrated. 
Every effort is made to give the impres- 
sion that this president and his associates 
are your personal friends and devoted en- 
tirely to serving you. 


s I have called this reverse personalizing. 
Combined with efforts to emphasize the 
“you” it seems to work very well. I am 
told that thousands of suspects and pros- 
pects think of these advertisers as personal 
friends and deal with them as such. That 
is certainly a desirable achievement for 
a seller. + 


The Retail Giants Are Still Pygmies 


By E. B. Weiss 


The food super chains appear to be tak- 
ing a second look at their non-food oper- 
ations. And that second look at non-foods 
includes a second look at the discount 
chain. The reasons are interesting: 
el. Consider- 
able debate still goes 
on among at least some 
of the food supers with 
respect to the true eco- 
nomics of their grand 
foray into non-foods. 
For some years I have 
been making the point 
that if the food super 
could not throw off a 
sound net profit per- 
centage on food, where it is an expert, 
it would not for long throw off a sound 
net profit on non-food, where its expert- 
ness is questionable. As the food supers 
have broadened their non-food catego- 
ries, their net profit percentage on the 


E. B. Weiss 


over-all operation has seldom shown a 
dynamic upsurge. Indeed, the best that 
can be said for non-foods in the food 
super is that it may have helped to hold 
the net-profit line, and even that is 
somewhat dubious. (The questioning at- 
titude among the food supers themselves, 
with respect to non-foods, is indicated 
by the fact that the Super Market In- 
stitute has appointed a high-level com- 
mittee of food super operators to study 
the profit productivity of non-foods in 
this outlet.) 


e 2. The discount chains have also been 
broadening their inventory by merchan- 
dise classifications. And the classifica- 
tions they have been adding include not 
only. many of the non-foods recently 
taken on by the food super, but quite 
recently also food, itself. 


e 3. There is not a shred of evidence to 
suggest that the food super can success- 
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The Creative Man‘s Corner... 


Let’s take 
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Communication Is Something Else 


a trip to Babyland 
where Beech-Nut foods begin! 


The Beeen-Nut Raby stands in wait . | 
To take the towriets in 


And Girst you ge te see where grow 


And here is whee we tend with care 
Our carrote, day and right 

You sae how fhest tite words are cursed 
Te botp them grow ap right 


q i . - Sur food's a fine, it tastes divine 


- ~ Whee jarred for you to boy 
@ IPS mtrninnd me vight, i 
The freshness stays just try! 


t's eeahed so t ght = 


Beech-Nut—the most bubied foods in the world “0 - 


Considering the wide use of singing commercials, you can quite properly ask 
yourself why the jingle, or verse, should not be transferred to print media. 
Before you do, however, try writing out—better still, typing out—the lyrics of 
a currently popular tv or radio jingle. You will suddenly realize what a tre- 
mendous contribution music makes to a song, and how difficult it is to have 
type and printer’s ink bring verse alive. 


And, of course, anyone who writes verse, or what he may presume to call 
poetry, is involved in a practice that he cannot pick up and lay down when he 
wills. There is probably no medium of communication so exacting as that of 
poetry—or its more humble bastard-brother, verse. One cannot say to himself, 
“I shall now versify.” For without constant practice, he will invariably fall 
victim to the worst faults of versification—the placing of words to satisfy the 
rhythm of the verse pattern or the music of the rhyme pattern. And to hell 
with the conversational order of words. 


Generally, this results—not in exciting invention—but in a tired subservi- 
ence to rhyme and rhythm. This Beech-Nut ad—in verse—is one of the most 
horrible examples we could wish to come upon of what it is we are complain- 
ing about. We have no quarrel at all with the rhythm or the rhyme—they are 
perfect. But the communication is absolutely nil. Sales points are emphasized, 
but in so false and unnatural a pattern that all belief is lost. 


We would urge most copywriters to eschew verse. They’re just not up to it. + 
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Verse must be spoken or sung. 


fully compete, price-wise, with the dis- 
count chain on the newer classifications 
added by the discount chain which dupli- 
eate food super inventory. And there is 
every indication that the discount chain 
is quite willing to merchandise food at 
a loss, if necessary, because its crying 
need is still more traffic—and food pro- 
duces traffic. 

As a consequence, late this spring and 
early summer there were well founded 
reports of negotiations between several 
food super chains and several discount 
chains looking toward a merger or other 
type of corporation affiliation between 
these two erstwhile competitors. There is 
every reason to conclude that, in due 
time, we will be hearing about concrete 
working arrangements, of one type or 
another, between these two rivals (sev- 
eral right now, as a matter of fact, be- 
tween food super chains and discount 
chains). That old axiom—if you can’t 
beat ’em, join ’em—will surely find appli- 
cation here. 

Proof of this potentiality is found in 
some comments made by the chairman 


ae 


of the Super Market Institute’s com- 
mittee checking into non-foods, who is 
also an operational vp of one of the 
large food super chains. He has remarked 
that “a trend may be shaping up which 
will find two separate operations under 
a single roof—the supermarket and the 
discount department store.’ He also 
stated that he was convinced that, “if a 
supermarket operator attempts to be all 
things to all people, he will end up as a 
poor compromise.” 

The near-term future, then, will un- 
doubtedly bring with it great changes in 
high-level policy among the food chains 
involving their non-foods. It is hardly 
possible that these changes will take the 
food supers away from non-foods; they 
are too heavily committed and, more- 
over, there is sound logic in the funda- 
mental concept of non-foods in the food 
outlet. But it is more than probable that 
these changes will include a variety of 
working arrangements with discount 
chains. 

The discount chains, in turn, will look 
favorably on hook-ups with the food 
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*R. C. Wahlig 
Print Media Supervisor 
McCann-Erickson, Inc. 


To make certain that his clients receive maximum 


coverage of all buying influences at the least cost, 
Rudy Wahlig uses these facts from McGraw-Hill’s 
Laboratory of Advertising Performance as a yard- 
stick: 


1. One or two leading magazines serving a par- 
ticular field will, on the average, reach the 
great majority of readers (up to 84%) who can 
be reached by five business publications. 


2. They will do this at less than half the cost (up 
to 46%, on the average) of all five magazines. 


Studies such as these are a continuing project at 
McGraw-Hill. They are designed to provide a bet- 
ter understanding of how good advertising in good 
business magazines helps create more sales. 


McGraw-Hill Publications @ 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


jRUDY WAHLIG* 
‘HAD TO KNOW: 


“How can you 
cover buying 
influences most 

economically ?” 


TWO EXAMPLES OF THE LAW OF DIMINISHING RETURNS 
7 FIELDS, 1950 
20 


7 FIELDS, 1955-1957 


Ss 
o 


s 


Total Men Reached with Five Magazines) 
— 


CUMULATIVE COVERAGE 


(100% 
3 
— 


20 40 60 80 100 


CUMULATIVE COST 


(100% = Cost of Using All Five Publications —12 or 13 Time 
Rate for Black-and-White Page for the Years Shown.) 


From Laboratory of Advertising Performance Sheet 1120.2: In 
1950, McGraw-Hill Research coordinated a study conducted by 
18 companies. Over 42,000 replies were received. Again in 1955- 
1957, six companies making readership studies among customers 
and prospects received over 7,300 replies. The analysis above is 
based on both these studies in the same fields having at least five 
publications. It shows that the law of diminishing returns con- 
tinues to apply to advertising, and that there is a point where the 
cost of reaching a few new unduplicated readers with an additional 
magazine becomes prohibitive. For your copy of this new study, 
contact your McGraw-Hill office. P 
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super, The discount chain has found that 
its net profit on hard goods is declining, 
particularly as its overhead goes up and 
as more competitors match its prices. It 
has found that its traffic count has tended 
to flatten out, and that is critical in this 
operation. Its early entry into soft goods 
has not been enormously profitable. (It, 
too, has a lot to learn about soft goods.) 
For these and other reasons, while it 
loves the traffic-producing potentials of 
food, the discount chain would like to 
handle food at a profit, not as a loss 
leader. A tie-up with a food chain holds 
out this potential. 


s As a matter of fact, it is entirely 
probable that the era of mergers between 
chains of the same type is topping out. 
The next great era of retail mergers may 
very well involve combinations such as 
discount chains and food chains, food 
chains and variety chains, variety chains 
and drug chains. Department stores may 
also combine with food chains; the food 
operation can bring much needed traffic 
to the department store as well. 

These combinations become even more 
logical when we recognize that the labels 
which once really involved major points 
of differentiation between the various 
chains are now of more historic interest 
than of practical meaning. All the great 
chains are, or are becoming, department 
stores. Therefore, if a variety chain and a 
food chain, for example, were to merge, 
this would not be a case of two complete- 


ly different retail operations bedding 
down together. Their similarities, today, 
outnumber by far their points of dif- 
ference. 

I think it is entirely probable that, 
through holding company arrangements 
and other corporate developments, we 
will before long see retail syndicates that 
may include single control of a discount 
chain, a food super chain, a variety chain 
and a drug chain and, perhaps, a depart- 
ment store group as well. (Several hold- 
ing companies in the retail field are even 
now spread out in somewhat this fash- 
ion.) This may become a new type of 
low-margin mass retailing—a develop- 
ment that must come because none of our 
giant retailers today, exempting only the 
discount chain, is a low-margin opera- 
tion. The pre-sold brand, bought self- 
service by the shopper, is merchandised 
too often with traditional margins set up 
in a departed era. This must change. 

Such a development will, naturally, 
have its repercussions in the marketing 
policies of innumerable manufacturers. 
Among other potentialities, this develop- 
ment will still further accelerate the 
growth of powerful, advertised, store- 
controlled brands competing with manu- 
facturer brands. In brief, what we 
consider today to be giant retailing will 
seem quite puny within a very few years. 
The true era of giant retailing, with all 
of its implications for manufacturers, still 
lies ahead, but not very far ahead, at 
that. # 


Looking at Radio and Television... 


In Radio, the Commercial Is Everything 


By the Eye and Ear Man 

The resurgence of radio is due to good 
salesmanship. Actually the medium has 
always been a good one and has repre- 
sented the lowest cost per thousand 
homes of any mass medium. The re-dis- 
covery of its virtues has been due to hard 
selling. 

Almost every home in the U. S. has 
at least one, and generally two, radios. 
Almost every car built in the last ten 
years has a radio, even though it is op- 
tional equipment. Portables and personal 
radios are being sold by the millions. 


s The rise in the number of stations, 
over 3,000, has made it possible for a lis- 
tener in almost any part of the U. S. to 
receive at least ten stations at any time 
—and in many places more. There is al- 
ways some sort of program to whet the 
appetite. 

Despite this wealth of programs, the 
average home listens about two hours a 
day (compared to television’s five-plus 
hours daily). Naturally the bulk of the 
listening is in the morning, because it is 
easier to listen to news, time, and music 
than to try and keep up with television 
in the bedroom, bathroom and kitchen 
during the frenetic hours of getting off 
to work on time, or to school. 

The lady of the house seems to listen 
while she is in the kitchen or doing 
complicated tasks around the house that 
require her concentration. There is evi- 
dence of some listening during lunch hour 
in areas where a fellow can get home 
for lunch. The rest is personal listening 
to specialized programs in bedrooms. 


® The cost of a minute on radio today 
on a complete network is about $1,000. 
The average audience will be around l,- 
000,000 homes including out-of-home lis- 
tening. This means radio is delivering cus- 
tomers at the rate of $1 a thousand. 
Auto listening varies sharply, accord- 
ing to the season, the hour, and the place. 


Te Ee 


In New York it is negligible, but in Cin- 
cinnati it might be considerable, due to 
commuting by car. In the summer it 
peaks up. In the early hours and late 
hours it peaks. 

Many people claim that auto listening 
should not be weighted as equal to in- 
home listening, due to the distractions of 
traffic and other noises and reception 
difficulties. Others claim, on the contrary, 
it is virtually captive listening. 


Speaking of captive listening, an in- 
creasing amount of radio music is being 
played in factories and stores and shops 
of every kind to help pass the time of 
day. This adds considerably to total lis- 
tenership. 

With one thing and another, the true 
out-of-home listening adds from 10%- 
20% to the average radio show. In- 
stead of generalizing in this aspect, the 
advertiser should weigh the out-of-home 
listening carefully against the kind of 
program he has and the time it is on. It 
is obvious that it is easier to listen to 
music and news than dramas in cars. 


s Granted that all these facts are true 
and the advertiser is about to embark 
on a radio campaign, the natural ques- 
tion is how much money should he spend 
and how he should spend it. 

Good saturation deals can be worked 
out on a network or a spot basis. 

Most advertisers think that the maxi- 


mum a large brand should spend on ra- 
dio is between $1,000,000 and $1,500,000 
a year, or in flights of $250,000 to $400,000 
per quarter cycle spread around a num- 
ber of stations and networks. With this 
kind of volume the advertiser can expect 
to sell hard against about 10,000,000 
homes. 

There is some debate whether it is 
better to sponsor whole shows the way 
an advertiser did in the old days or 
whether he should buy minutes in or be- 
tween a lot of shows. A compromise may 
be full sponsorship of short hourly news- 
casts, but the predominant method is to 
scatter the shots as far as possible. 

The network shows that get the high- 
est audiences are the old daytime serials 


Employe Communications... 


Brainstorming in 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

A short time ago BBDO arranged a 
brainstorming conference in New York 
in order to cope with some of the prob- 
lems in the nation’s supermarkets. Paul 
Willis, president of the Grocery Manu- 
facturers of America, briefed the panel 
on the problem, and agency vp Willard 
A. Pleuthner—whose duties include com- 
munications—acted as chairman. 

The group included authors, editors, 
marketing experts and housewives, and 
out of the discussion came 42 ways to 
help customers “communicate ’ their 
needs, desires and suggestions to super- 
market operators.” 


® The imaginative panel obviously did 
not have industry in mind when it un- 
corked its suggestions via the Alex Os- 
born route. It was intent solely upon the 
headaches of supermarket operation. 
Several of the ideas, however, have a 
curiously pointed application to industry 
in these parlous times. 

One brainstormer suggested that the 
manager be on the floor of the super- 
market at least one hour a day with an 
identification button, asking for cus- 
tomer suggestions. In industry it might 
not be a bad idea for the works manager, 
sometimes referred to as the bull-of-the- 
woods, to mingle among the help with 
something other than a frown on his 
physog, doing the same thing. 

“Appoint an advisory council of house- 
wives to meet with managers every oth- 
er week,” is another brainstormer’s rec- 
ommendation for bettering supermarket 
communication. In industry it might be 


G. D. Crain Jr. Says... 


Advertising Age, August 18, 1958 


—and programs like “Gunsmoke,” and 
“Amos ’n’ Andy” are high up in the pop- 
ularity parade. 

Now for the hard part: A small ad- 
vertiser can get a lot of frequency out of 
radio—frequency he can’t get any other 
way, but he can’t get results without a 
great commercial and his decision to use 
radio must be predicated on his ability to 
sell. 

The radio commercial today must com- 
pete with hundreds of others in proximity 
and it must be witty or noisy or outstand- 
ing in its jingle or imagination to suc- 
ceed. Since one commercial can do the 
trick for a long time, large amounts of 
money should be spent on it to make it 
work. # 


Communications 


a wise idea for industry to try the brain- 
storming technique in supervisory meet- 
ings, instead of reading the riot act per- 
ennially and then pounding the gavel for 
adjournment. 

“Have in-store personnel meetings on 
better communications,” suggests a third 
brainstormer. In industry it might be 
feasible to bring in groups of employes 
for an occasional heart-to-heart on man- 
agement’s messages, where realistic two- 
way communication could be put to work. 


s Supermarkets should “inform custom- 
ers about new products and let them 
know they really are new products,” is 
another brainstormer’s contribution. “On 
new products bulletin board, give their 
location in the store.” Here is a genuine 
tip for industry, which often permits a 
new product to be introduced through 
the grapevine, making the announcement 
of its debut in the employe magazine 
after every individual in the plant knows 
about it. 

Still another brainstormer recommends 
that supermarkets should be made to 
“seem human.” This one obviously cov- 
ers all the bases, and requires no illus- 
tration of the idea’s application to indus- 
try. 

Brainstorming is not new to industry, 
although the label may be. Where the 
practice often fails in industry is in the 
setting itself. Management may feel that 
it provides the setting where supervi- 
sors, for example, may speak frankly and 
freely. It may feel that it provides the 
setting where the ideas of employes are 
warmly solicited. Too often it isn’t so. 
One man talks and the other men listen. 
Change that pattern, and communica- 
tions can go to work. = 


Railways Will Improve Their Selling 


The current troubles of U. S. railroads 
are not all due to poor selling, but it is 
interesting to note that railway execu- 
tives themselves are turning the spotlight 
on this phase of their operations and 
pointing out the weaknesses which have 
existed in approaches and attitudes to- 
ward the public. 

The huge deficits which many roads 
have encountered in the operation of 
their passenger service stem largely from 
inadequate commuter rates, but in the 
field of interurban travel, where railway 
volume now ranks below that of both 


airlines and buses, there has been con- 
siderable soul-searching to find the rea- 
sons. 


# At least one railroad president is frank- 
ly pointing up the difference in the way 
railroads and airlines handle their pas- 
senger business, and his conclusions are 
not at all favorable to the railroads. In a 
recent discussion of the problem, Arthur 
K. Atkinson, president of the Wabash 
Railroad, made the following comments: 
“The airlines have made handling 
people the first order of business. They 
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is the Magazine she buys from! 


The teen-age girl is so devoted to SEVENTEEN that she buys it at the newsstand month after 


month. She is so responsive to it that she buys more merchandise from SEVENTEEN than 


from any other magazine.* In fact, every third teen-age girl in the U.S. reads every 


issue of SEVENTEEN, and 65.2% of these readers have actually bought 


from its pages. Sell them in SEVENTEEN —now—because brand 
names sold today become BUY-WORDS for a lifetime! 


*Gilbert Youth Research 


Where ABC's are a plus factor... 
CT UALITY xy: ___ SEVENTEEN-AT-SCHOOL 


z Your educational materials go to 19,500 Home 

« Economics teachers in this unique sister publica- 
1,048,262 (ABC, Dec., 1957) , 
73% Newsstand Sales ° 
; 


torial content into lesson plan form... carries 

your advertising—via SEVENTEEN—into the class- 

rooms of 75% of the nation’s high school Home 
* Economics teachers. 


eoeeevoeeevevoeeeeveeeeeveeeeeeeeeeeeeee ewe eee eeeeeeeeeaeee 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22+ PLaza 9-410 


tion of SEVENTEEN. It adapts SEVENTEEN’s edi- 
No Reduced-rate Subscriptions 
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have catered to passengers in countless 
ways to make them feel welcome and 
important. As a result, many people sim- 
ply prefer to spend their money for air 
rather than rail travel. The desire to ren- 
der high-grade service is evident from 
the moment a prospective passenger picks 
up his telephone to ask for air schedules, 
rates and reservations. 

“Performance may not always be su- 
oerior, but the impression is given that 
the airlines are sincerely trying to make 
it easy and pleasant for the public to fly, 
that they are interested in rendering good 
service to people as individuals. Their 
volume business has been built up be- 
cause of their personalized service. Peo- 
ple respond by using pianes in preference 
to trains, even in view of long trips to 
and from and waiting at airports.” 

Although passenger revenues have al- 
ways been only a small fraction of re- 
ceipts from freight service, most of the 
railroads’ advertising addressed to the 
public has traditionally been in behalf of 
passenger traffic. Yet the hauling of 
freight will continue to provide the prin- 
cipal income of the railroads, and it is 
here that they will have to make a 
stronger stand to hold their position. 
Trucks and all other forms of transpor- 


Salesense in Advertising .. . 


tation are whittling away at freight reve- 
nues, just as airlines and buses have 
done in the passenger field. 


® Modern Railroads, which instituted the 
National Freight Traffic Promotion com- 
petition to stimulate interest in better 
methods of selling and advertising railway 
freight service, has editorially plugged 
for the formation of a national associa- 
tion of freight traffic officials. The pur- 
pose would be to provide opportunity for 
interchange of ideas on better methods of 
selling freight service on a competitive 
basis to the nation’s shippers. The pas- 
senger traffic men have long had such 
an organization. 

The railroads need help in terms of 
remedial legislation, less  strait-jacket 
regulation and other reforms, but they 
will need better selling and advertising 
in any event if they are to hold their 
traditional position as the greatest trans- 
portation service in the nation. Research 
has been going on for some time to im- 
prove facilities for serving both freight 
and passenger traffic, and if the ideas 
of railway leaders are carried out, these 
improved services will be sold to the pub- 
lic in the future with far greater skill 
and success. + 


Brand Familiarity Alone Is 
a Powerful Selling Force 


By James D. Woolf 
Creative Consultant 


Lately I’ve done a great deal of snoop- 
ing around in supermarkets watching 
housewives doing their marketing. I have 
talked with a number of them, asking 
them their reasons for choosing this or 
that brand. 

In most cases I found 
their reasons pretty 
vague. They seem to 
reach out and take off 
the shelf brands with 
which they are famil- 
iar. This is not surpris- 
ing: housewives would 
be mental giants if 
they could remember 
specifically the reasons 
why each of the bewildering array of 
brards should be their choice. Certain 
brands, of course, are old friends. These 
she may seek out. But many, many times, 
loyal to no favorites, the shopper is un- 
decided. Then she casts her eyes around 
the crowded shelves for familiar faces. 
Mere recognition of the brand name and 
the label design results in an impulse 
purchase. 

Annually, billions of dollars’ worth of 
packaged goods are bought largely, if not 
solely, on the basis of brand familiarity 
at the point of purchase. Brand familiarity 
does not mean necessarily that the buyer 
is well-versed in the merits of the prod- 
uct. Beyond the fact that it is a brand 
that is recognizable, she may know very 
little about it. Brand familiarity, often as 
not, may mean only that she is familiar 
with the looks of certain labels she sees 
on the grocer’s shelves. 


James D. Woolf 


s Note this observation of James Webb 
Young, senior consultant to J. Walter 


* 


Thompson Co.: 

“It seems that one of the deepest needs 
of the human being is for orientation, for 
a sense of ‘at-homeness’ in his world... 
The oldest and most basic element in ad- 
vertising caters to this need. It is de- 
signed to make something familiar to you, 
such as the name of a product. Just the 
name alone, repeated over and over. Or 
the name and the package, with no 
claims, no connotations, no imperatives 
to use the product—although these do, in 
practice, often accompany it... Failing to 
find your favorite brand of something on 
the shelf, and faced with the choice of 
two others which you have never used, 
you will almost certainly take the one 
which seems most familiar to you.” 

It has been reported that at least 70% 
of supermarket purchases are made on 
the spur of the moment. It would seem 
that shoppers make buying decisions for 
the sole reason, often as not, that they are 
familiar with the label. The name is fa- 
miliar; the design and colors of the label 
are familiar; the shape and size of the 
package are familiar. Ergo! It must be 
good. The late William James, renowned 
psychologist, once observed: “Men have 
no eyes but for the aspect of things which 
they have already been taught to observe 
... The only things we perceive are those 
which have been labeled for us, and the 
labels stamped on our minds.” 


® Possibly not always, but as a rule, I be- 
lieve that ads of packaged goods should 
include a conspicuous image of the pack- 
age. Illustrative of this principle are the 
four color pages reproduced herewith: 
Hills Bros., Borden’s, Kraft, and Hunt’s. I 
had to hunt to find them; there were many 
pages with a tiny image of the package 
lost in the bottom right-hand corner of the 
space. + 


# 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 


Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 
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The Admen and the Housewife 


In ads I love the handsome tykes 
Who keep their shirttails in. 

But I have never seen their likes 
Among my kith and kin. 


Hi, Mom! 


—Doris Herold Lund 


The first instant coffee that smells like coffee 
tastes the way good coffee should! 
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In planning your 1959 advertising schedule 


consider these 7 new advantages 


in Reader's Digest 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


* 4-color advertising for only 13.1% more than black & white 
* Half pages in U.S. Edition for the first time 

* 2-color advertising at the same cost as black & white 

* All advertising placed adjacent to editorial matter 

* Bleed-page advertising—40% more space—at no extra cost 
% New 11,750,000 circulation rate base 


% Lower cost-per-thousand for 4 colors than any other 
major magazine offers for black & white 


35 million readers each month! Three factors 
make advertising more effective in the Digest. It 
has not only the largest magazine audience in the 
world, but the best coverage of the top-income 
groups. And it has a built-in believability unmatched 
by any other magazine and unapproached by any 
other medium. Put Reader’s Digest to work for you 
—all through 1959. Call MUrray Hill 4-7000. 


ADVERTISING REVENUE $1,787,966 
(Average per issue) $1,500,830 


$887,433 $988,743 


E: ¥ 
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APR.-DEC. YEAR YEAR JAN.-JUNE . le) ee one 


1955 1956 1957 1958 ie : . 
People have faith in 


So far in 1958, advertisers have invested 19°% more ° ° 
in Reader’s Digest than in the same period last eC ader oy Di O t 
year— proof of their successful use of the magazine. S 


Largest magazine circulation in the U.S.— Over 11,750,000 copres bought monthly 
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NOW—4 colors in Readers Digest cost only 
13.1% more than black & white 


One of 7 ways your advertising dollars For a fraction of what you would pay elsewhere, you 
: can now enjoy in Reader’s Digest the enormous ad- 
can work harder in 1959: 4-color vantages of full color, with its appeal to the eye, its 


power in creating package identification. A 4-color 


advertising in Reader’s Digest now costs _ page—bleed or non-bleed—will cost only $38,750. 
That’s only $3.30 per thousand circulation, less than a 


less per thousand than black & white in black & white page costs in any other leading magazine. 


‘ M “h 105, in i ! 
any other leading magazine. ANE Se od Se Oe Oe 
Just think what extra attention your advertising 
can now get: 4-color advertisements in the Digest get 
91% higher noting, on the average, than black & white. 
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Advertising Age, August 18, 1958 


Tips for the Production Man... 


Is Typography Merging with Art? 


By Kenneth B. Butler 


Twenty-five years ago a typographer 
was a man smart in the ways of type 
and an artist was a man who could do 
wonderful things with a brush, a pen, 
or crayon. 

A typographer was quite likely to have 
been a creative craftsman, one of the 
more imaginative compositors or print- 
ers. An artist drew pictures, mostly. At 
times he would indicate areas where the 
typographer was to take over. 

Photography began to enter the picture 
early in the century and somewhere 
along the line there began to merge the 
skill of all three of these creative areas. 

Modern emphasis on design, plus the 
march of progress, has greatly changed 
the ground-rules. The old “You can’t do 
this and you can’t do that” is out the 
window, at least for many situations. One 
prize-winning editor said frankly, “I 
don’t know much about layout really . . 
I just break all the rules!” In break- 
ing the rules he was being provocative, 
and probably creative. 

* * * 


Many of the restrictions imposed by 
our former rigid and squared patterns 
with type lines centered and all units 
ordered in classical balance, were 
far too mechanical to appeal to 
modern concept . . . too tranquil, too or- 
thodox. Not all of our pages need to 
express surprise, shock, or change of 
pace. But the static presentation can be- 
come a bore. 

The purist cries that legibility and 
crisp neatness are more important than 
colorful flourishes . . . but the man who 
pays the bill may ask, “Why can’t our 
advertising look like our competitors’?” 

Lester Beall, speaking before the first 
world seminar on typography, held this 
spring in New York, called for a constant 
evaluation of means and methods of com- 
munication, a re-evaluation which might 
even lead to revolutionary changes in 
communication. Said he: “If this groping 
for new means and areas of communica- 
tion results in further breaks with tra- 
ditional concepts, let it be so.” 


* * % 


One needs only to look at the brochure 
picturing the winning entries in the 
Fourth Annual Awards competition of 
the Type Directors Club of New York, 
to see that this group of judges places 
great weight on creative freedom. 

Winning designs, some of them tradition- 
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TYPOGRAPHIC WINNERS—A few of the win- 
ning entries in the annual awards com- 
petition of the Type Directors Club of 
New York. They show trend toward in- 
tegration of typography with art. Top row 
(left): Trade ad by Herb Lubalin (Sudler 
& Hennessey) for Wm. S. Merrell Co.; 
right, trade ad by Will Burtin for Amer- 
ican Type Founders. Center row: left, 
trade ad by Herb Lubalin for Sudler & 
Hennessey; right, trade ad by Herb Luba- 
lin for same company, for Ciba. Bottom 
row (left): Ad design by Louis Dorfsman 
for CBS Radio Network; right, direct mail 
design by Ernest R. Smith (Arranz & Sud- 
ler) for Merck Sharp & Dohme. 


al-modern, did amazing things with han- 
dling and placement of display lines... 
merging of photography, art and type 

. bold use of color or reverse plates... 
and imaginative placement and handling 
of copy blocks. 

A distinction must be made between 
what I call workaday typography and 
quick, poster-type designs such as ads, 
posters, mailing pieces. It is clearly ap- 
parent, however, that even bread-and- 
butter communication has been made 
more sparkling, even more legible, be- 
cause of the influence of creative art. # 


What They Were Saying 25 Years Ago... 


Jospeh H. Appel, of John Wanamaker, 
New York, addressing a retail advertisers’ 
conference of the Advertising Federation 
of America at Grand Rapids, Mich. (AA, 
July 1, 1933): 

“In New York City we already have 
newspaper supervision of local advertis- 
ing copy . . . but it should become a uni- 
fied supervision by all newspapers act- 
ing jointly, instead of individually. With 
each paper having a representative on the 
committee and all accepting the commit- 
tee’s verdict, the control would be strong- 
er, cost less, and there would be no fear 
or favor in reaching a decision. 

“Perhaps there might be an advertis- 
ing editor, as there is now a news editor, 
a sports editor, etc., to keep the paper in 
proper balance.” 


Mary Murphy, of Earnest Kern Depart- 
ment Store, Detroit, at the same session: 
“If I were a manufacturer ready to 
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launch a campaign in America today, I 
would set aside 25% of my advertising 
appropriation for national media. Then 
I would call into conference the two or 
three leading retail outlets in each key 
city, and with their advice I would plan 
spending the other 75%, and much of 
that would be in cooperation with them.” 


W. K. Dingledine, of Charles W. Hoyt 
Inc., New York, in a speech at the con- 
vention of the National Wholesale Grocers’ 
Assn. in Atlantic City (AA, July 1, 1933): 

“The great weakness of most retail ad- 
vertising is that it depends too much on 
simply naming items and quoting prices 

. . When people are as hard up as the 
American people have been during recent 
times, price is all-important, but it is 
not natural for people to buy just on a 
price basis. Housewives are going to scru- 
tinize quality and service far more care- 
fully during the next two or three years,” 


How good are you at making faces ‘talk’? 


Draw in the expression you think fits the 
copy below each head. Then (and only 
then) turn upside down and compare your 
efforts with the heads at bottom. 


OU Oe 


1. This lady is angry with her hus- 
band for forgetting her birthday. 
Draw her facing to the right. 


3. Draw a woman facing left. Give 
her a haughty look. 


4. Man, facing left, with pleading ex- 
pression. Woman has just said no 
when he popped the question. 


2. This man is embarrassed at forget- 
ting the birthday. Draw him facing us. 


Oere 


5. Show contentment. Man has just 7. Man full of pride over new home. 
polished off a piece of homemade ap-_ Says, “We're going to like it here!” 
ple pie. Draw him facing us, looking Face him to left. 

real pleased. 

8. His wife looks at us, says, “But 1 
didn’t get my utility room!’”’ How 
would you show her expression? 


6. Wife, so happy that husband likes 
pie. She is looking to left. 
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These basic expressions are adaptable to your needs 
in making roughs. Being able to draw them at will 
helps you pin down your ideas for “situation” pic- 
tures. Use them as creative tools, to make your 
roughs clearer to other people—both copy and art. 


Next Lesson: “Professional Tricks You Can Use” 
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Regal Pale Brewing 
Sets $700,000 Push, 
Using Three Media 


San Francisco, Aug. 12—A new 
$700,000 newspaper, outdoor and 
radio campaign has been launched 
by Regal Pale Brewing Co. The 


campaign, based on variations of || 


the company’s theme, “For that 


Regal feeling,” will run through]; 


December in 30 California newspa- 


pers with color pages and 600-line | § 


b&w ads, plus two-color units in 
newspapers which do not offer full 
color. 

A total of 68 radio stations will 
be used, with emphasis on those 
appealing to the Mexican and Ne- 
gro markets. The total includes 
three stations in Los Angeles and 
four in San Francisco. 

In addition, the new Regal cam- 
paign will utilize 18 animated and 
lighted outdoor spectaculars. 

Heintz & Co., San Francisco, is 
the agency. James Molica is the 
account executive. + 


EUGENE PETERSON has been appoint-| 

ed assistant to the president on 

special projects of Campbell-Mi-| 

thun, Minneapolis. He formerly 

was assistant to the creative - 
tor. 


Reece Joins White Agency 

Don K. Reece, formerly with} 
Keefe Advertising Agency, has| 
joined the staff of White Adver- 
tising Agency, Tulsa. | 


'|Socony Mobil Drive Aimed 


at Better Station Service 

Socony Mobil Oil Co. and its 
southwestern affiliate, Magnolia 
Petroleum Co., are spending $750,- 
000 in a six-month program, begun 
last May, to encourage better serv- 
ice at their stations. 

Professional shoppers will make 
awards to dealers or their attend- 
ants of up to $15 for performing 
certain basic selling and service 
duties. The program, called the 
Payman Plan, has been used in 
limited areas by Socony Mobil for 
seven years, but this is the first 
time it has been applied to the en- 
tire marketing areas of both com- 
panies. 


Sheeran Joins Copley 

Robert F. Sheeran has joined 
Copley Advertising Agency, Bos- 
ton, as vp and director of market- 
ing and sales promotion for prod- 
ucts distributed through grocery 
outlets. He formerly was sales 
director of Prince Macaroni Mfg. 
Co., Lowell, Mass. 


We’re 


opite hing); 


or new 
accounts 
| too! 


We think we are a natural to handle your account. 

When you’re staying at the Sheraton Hotel in Chicago 

you’re just a couple of blocks from Leo, and Y&R... 
J. Walter is just across the street...and Needham Louis, 
Tatham Laird and many others are not far. In fact 

752 agencies, publishers, media reps and graphic arts 

firms are within 5 short blocks of the Sheraton! 


Truth is, we didn’t cater ’specially to advertising 
people until one day on checking our register we 
discovered that about half our guests were in the busi- 
ness, or doing business with folks in the advertising 
profession. 


Today, we’re proud of the fact that when most ad 
people come to Chicago they invariably “‘stay at the 
Sheraton Hotel!” 


OK, we've made our pitch...we’d sure be pleased 
to have you award us your business. 


SHERATON Horer 
» 


505 NORTH MICHIGAN AVE. 


3 ot ep es Bs A PAE . 


CHI 


George D. Johnson, General Manager 


CAGO,ILLINOIS 


& 


The Home of the Chicago Press Club 


TENE Sc Be ec 
PENT ret 


------ Bhavisco 


WOOD-CUT CAMPAIGN—This two-color spread in the Aug. 11 Daily 

News Record and Aug. 19 Women’s Wear Daily opens an extensive 

trade campaign introducing American Viscose Corp.’s new family of 

fabrics called Cotron, made of cotton and Avisco rayon. The art 

treatment was chosen to play up the adaptability of Cotron to print 

patterns. A consumer campaign will break this fall. Arndt, Preston, 
Chapin, Lamb & Keen is the agency. 


Rosenberg Heads DuMont TV 

Irving Rosenberg has been ap- 
pointed vp in charge of operations 
for the DuMont Television & Radio 
Corp., Clifton, N.J., now a subsidi- 
ary of Emerson Radio & Phono- 
graph Corp. Mr. Rosenberg, for- 
merly vp and general manager of 
the Allen B. DuMont Labs’ tech- 
nical division, replaces Allen B. 
DuMont Jr., son of the founder and 
chairman of DuMont Labs. The 
younger Mr. DuMont, who moved 
to Emerson when that company 
acquired DuMont’s set making di- 
vision, resigned. 


Bowles Joins New Broadcaster 

R. L. Bowles, manager of WFTL, 
Fort Lauderdale, Fla., has resigned 
from the radio station to become 
vp and general manager of South 
Florida Broadcasting Inc., a new 
company, which has filed applica- 
tion with the FCC for an fm mul- 
tiplexing station in the Fort Lau- 
derdale area. 


Rose-Derry Names Eison 


Irv Eison, formerly account ex- 
ecutive and tv and radio director 
of the Sackel Co., Boston, has 
joined Rose-Derry Co., Newton, 
Mass., as director of marketing. 


MEET THE 


MUNICIPAL 
MARKET 


These mayors and city managers, 7,500 strong 
from coast to coast, are heavy spenders in the 
municipal market. Your sales message in their 
quarterly magazine can help them make better 
investments of public funds. Give them your 
facts and figures! 


This monthly textbook on law enforcement com- 

mands the respect and attention of more police 

chlefs and executives everywhere. Its focused 

Issues can spotlight your products and services 

for this field and help you make volume sales. 

: - success record. 11,325 audited circula- 
on 


MAYOR and MANAGER 
LAW and ORDER 


72 West 45th Street » New York 36, N.Y. 


Storer Buys WITI-TV, 
Milwaukee; Plans to 
Sell Delaware Outlet 


MILWAUKEE, Aug. 12—WITI-TV, 
Milwaukee tv station, has been 
purchased by Storer Broadcasting 
Co., Miami, for $4,462,500, subject 
to FCC approval. 

WITI-TV has been owned by 
Independent Television Inc. and 
has been on the air since May 21, 
1956. 

Storer, before agreeing on the 
purchase of the Milwaukee station, 
owned five other vhf outlets. As a 
result, it expects to dispose of 
WVUE-TV, Wilmington, Del., to 
comply with FCC regulations for- 
bidding ownership of more than 
five vhf stations. 

Holding major interests in In- 
dependent Television are Arthur 
Fleischman and his son, Lawrence, 
operators of the Fleischman Rug 
& Carpet Co., Detroit, and Max Os- 
nos, president of Sam’s Inc., second 
largest department store in Detroit. 

Also stockholders in Independent 
| Television are Robert Strauss, New 
York City, whose family operates 
Macy’s; William A. Roberts, Wash- 
ington attorney; Emanuel Dannett, 
New York attorney; Jack Kahn, 
former president of the company, 
and Sol Kahn, Milwaukee attorney, 
who is now the company’s presi- 
dent. 

Besides its Delaware tv station, 
Storer has radio and television 
stations in Toledo, Cleveland, De- 
troit and Atlanta. In addition, it 
has radio stations in Philadelphia, 
Wheeling and Miami. 


= All five Storer tv stations are 
affiliated with Columbia Broad- 
casting System, and there was 
speculation that WITI-TV, which 
has no network connection, would 
get CBS service. 

That was promptly denied, how- 
ever, by Frank J. Shakespeare, 
general manager of the CBS-owned 
WXIX here. WXIX is a uhf sta- 
tion. + 


Taylor Heads ‘Bulletin’ PR 

Stuart S. Taylor, assistant to 
the publisher of the Philadelphia 
Bulletin, has been given respon- 
sibility for all phases of public 
and personnel relations in addi- 
tion to present duties including 
supervision of promotion, re- 
search and special events. 


KVOD Changes to KHOW 

Call letters of KVOD, Denver 
radio station, have been changed 
to KHOW. The station has been 
purchased from George Corey, 
Montrose, Colo., by Western 


Broadcasting Enterprises, Denver. 
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August Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


r Pages ,o- Lines ‘ — Pages , er Lines . 
July July dan.-July Jan.-July July July dan. -July Jan. -July Aug. Aug. dan.-Aug. Jan.-Aug. Aug. Aug. dan.-Aug. Jan.-Aug. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1957 1958 195 1958 1957 
Weeklies, Bi-Weeklies, Semi-Monthlies (July) Pereone Romances ....... 181 124 119.3 129.0 7,750 5,312 51,199 55,370 
ar Parade .......... 16.9 147 110 1263 7,229 6,321 47,692 54,196 
Commonwenl .........- 2.04. 7s 37 SG TIGA OTA SZ SALOSA | Ssitver Sersem ...........-: 46 153 445 S80 6,274 6,552 19,102 24,890 
eS 610 55.0 485.3 5023 26,169 23,595 208,202 215,496 | Secrets Romance Group: 
GONE 5 <i bded sc s0ss7ee, 40.2 399 2655 2841 16,884 16,744 113,176 120,667 Seating Gite s+. 203 163 1877 1961 8.715 7,025 59,073 58,410 
Ge aA osaks cue ers. 188 165 1664 180.4 18,773 16,469 166,443 180,422 = all > sm daetahde 23 #165 «41408 1376 8.724 7.081 60 288 80.085 
SR RS ine Seat 194.9 7273.5 1,926.9 2,470.8 132,536 185,972 1,310,289 1,680,116 Chinon me 249 71 749 8'708 7025 33.091 32.184 
SESS 2 GTI 89.3 97.8 791.3 1,012.6 60,724 66,504 538,084 688,568 | True story Women’s Group: ; ’ . 
Wie OE occas cc vouteds 179.7 185.0 2,400.8 2,420.4 77,074 79,382 1,029,936 1,038,362 See fess... .. 330 326 2138 2960 14148 13980 91,731 126,989 
EE cuteness 5 +005. 148.4 230.7 1,592.9 1,913.6 62,328 96,894 669,018 603,712 i... 47-152 (s084s«éd:883 6.295 6.532 44787 57.196 
HBB ~-Sneedhchbbeaaone SM ee ee ee aan |. Wen bon Gieits ......... 14.7 151 1043 1325 6321 6494 44,727 56,859 
ve QS SE Se. Re True Romance ........... 147 143 1052 1306 6298 6118 45,119 56,011 
The Saturday Evening Post ... 167.0 174.8 1,681.3 1,936.5 113,569 118,837 1,143,269 1,316,819 ll ~— pi haa 65 803 4107 492 1999 2S57l 176282 210167 
} Saturday Review ............ 42.7 383 550.2 494.8 17,959 16,087 231,122 207,826 a. 137 (129 2 1128 5/890 5523 37.528 48 996 
| fiSports ck ee a ee ee ee ee Well Gene sess. onasss W356 Biri Fe338 F528 W173 78982 T2527 T5il.22 
WTR. leo ockcs'.. 1444 2220 1,644.7 1,934.0 60.637 93.193 690.777 $12.26] | NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
TO ae ee - 24.9 314 280.3 304.7 4.536 5,722 51.031 55,455 | by the group as a whole PLUS additional advertising carried by each individual publication. + No January 1958 issue. 
U.S. News & World Report ... 153.7 170.2 1,444.0 1,804.9 64,549 71,488 606,487 —_ 758,036 adhe Uae 2 Sy Ee Ge Cehae Dany; aoe oe Gees > eS 
Total Group ............. 1,387.6 1,6582 144254 16,387.7 734,766 873,027 7,399,919 8,495,323 , : 
+ Four issues in July 1958; five issues in July 1957. ¢ Starting in February, 1958, figures include full national ad- : 
vertising but regional advertising is prorated, based on circulation; 1957 figures include regional advertising in full. Magazine Linage Trend. Figures in thousands 
r Pages ee Lines ‘ ON gt OD et, Cee ee cere 
Aug. Aug. dan.-Aug. Jan.-Aug. Aug. Aug. dan.-Aug. Jan.-Aug. ay E , Sea: ston 
1958 1957 1958 1957 1958 1957 1958 1957 
Women’s 
tBride & Home ............ ae a 98,048 87.151 
+Bride’s Magazine .......... —  — 2.2 Si —- 333,128 340,711 
§Everywoman's Family Circle . . 28.7 414 288.7 3525 12,312 17,761 123,852 151,223 | FF —— — — 
Good Housekeeping ......... 78.9 99.0 789.1 930.6 33,867 42,463 338,508 399,216 1957 
Ladies’ Home Journal ........ 53.1 67.7 649.9 814.2 36,093 46,066 441,950 553,629 = ea 
WE oics vas cos cd eos 48.4 510 5045 663.2 32,898 34,692 343,101 451,042 
tModern Bride ............. pat ae eT ae 274,054 295,239 
tParents’ Magazine ......... 43.0 541 421.2 467.0 18,515 23,289 181,221 201,085 
als eee 199.9 214.6 849.8 917.2 135,941 145,918 577,857 623,707 - 
Western Family ............. “us 376 398.7 53687 6,105 7,410 55,742 68,332 _ FASHION HOME 
Woman's Day .............. 21.3 27.7 229.0 276.9 9,139 11,888 98,262 118,782 1958 1958 
The Workbasket ............ 33.1 36.9 266.4 294.1 6,489 7,238 52,223 56,662 AUG. AUG 1) 42 
WNW. oes: w500can 520.9 610.0 5247.1 6023.3 272,844 336,725 2,917,946 3,346,779 a , - 
+ Published quarterly in January, April, July and October; cumulative figures shown are for Jan.-Aug. ¢ Includes Shopping iY }72| 
Scout Section linage. § Formed by merger in June of Everywoman’s Magazine and Family Circle Magazine. JULY 
Ge ; 1957 1957 
nera 
| tAmerican Artist ........... — a EP wes 58,247 56,541 aus. FEY 
| American Forests ........... 15.5 141 128.3 125.5 6,510 5,922 53,900 52,710 
American Legion ............ 126 13.1 99.0 120.9 5,298 5,506 41,592 50,797 
WE ao. ss che vivasscis 55.4 59.0 477.0 487.2 16,280 17,346 140,163 143,214 a iY Lines 
DOME Mabec cs os sacacheccss 18.0 15.0 1686 151.4 7,709 6,443 72,347 64,952 .-Aug. Aug. Aug. Jan.-Aug. — Jan.-Aug. 
PIE nia vieissivats spies 20.5 23.4 230.7 238.7 8,596 9,825 96,906 100,257 957 1958 1957 1958 1957 
Christian Herald ............ 288 23.1 255.5 2759 12,369 9,927 109,785 119,388 | ‘Business (August) 
ONS al Sil San 9.3 6.4 63.1 48.2 3,921 2,703 26,527 20,265 | Dun’s Review & Modern Industry 59.8 66.2 579.4 621.8 25,117 27,809 243,350 261,137 
BE oven veces ckubbseccs 33.5 25.0 305.0 292.0 6,030 4,500 54,900 ME CS PURONG: ..s.0ck cccsseaveny an 108.0 1498 1,2028 1,422.3 68,256 94,642 760,138 898,862 
Cosmopolitan ............... 74 os 362 re 7,315 10,983 67,031 80,239 | Nation's Business ........... 25.8 33.7 3281 4075 10,828 14,448 140,733 174,872 
~ aeaanis +e aehuieh an = — 94 = a — = — Total Group ............. 193.6 249.7 21103 2451.6 04201 136899 1144221 1,334,871 
, SAGAR we eee e eer ens . . 3. . } , , ’ § Because current month linage figures for several publications are not yet available this group is broken into an 
atin de RA pe eet hRecie 30.7 30.7 = 453.3 «475.2 «20,893 20,230 308,079 322,853 | August section and a duly section. 
RNG Fanaa EN 0 “S118. 182 wes mex 8,134 91,605 88,471 *: 
CN eres: cobras ety 448 403 3475 3448 18813 16,926 145,950 144,816 pt Pages te ties : 
STE eee 16.2 19.1 218.9 208.8 6,948 8,185 93,916 89,530 J Ju Jan.-J Jan. -Jul Jul Jan.-Jul Jan.-Jul 
(Grade Teacher ............. — ae 180.0 197.1 79,362 86,902 = at a 1957 dl 1958 J 1958 : 1957 . 
Harper's Magazine .......... 16.3 240 2149 245.3 6,850 10,090 90,265 103,052 | Business (July) 
ate ae ee ee ee ee RS RIS cs cesettaz sens, 475 73.7 473.1 $623 31,143 48,333 © 310,362 «369,926 
| Holiday 47.5 53.9 695.4 708.2 32 220 36.680 472,847 481,584 Business Week ............. 256.3 389.2 2,576.2 3,563. 1 107,662 163,472 1,082,012 1,496,510 
Mega. bbaae ; ‘ ! ; ’ : ’ Financial World ........... 27.9 49.2 308.3 425.3 11,747 20,686 129,487 178,646 
“SREP octet 273 181 289 1612 113,482 7,588 85,666 67,760 , 
Improvement Era ........... 19.6 18.0 189.2 193.4 8,246 7,518 79,463 81,246 | Forbes .......--ssseeeeees 35.4 505 369.3 4845 14860 21,192 155,143 203,441 
SMES... Scknds x Gdewc aii pies LOS RS 122,821 121,317 Total Group .............. 367.1 5626 °3,7269 5,035.2 165,412 253,683 1,677,004 2,248,523 
Motor Boating ............. 88.8 90.8 1,126.5 1,129.5 52,480 53,410 662,765 663,922 | t Four issues in July 1958; five issues in July 1957. 
IE is snivc ce cet: us 6 ee oes ee 4,956 5,712 57,508 42,770 
2 ears gas 22.5 16.2 180.9 157.8 4,956 5,712 57,058 42,770 | Youth 
National Geographic ......... 24.5 22.3 317.6 350.0 5,714 5,170 75,717 83,293 | American Girl ............. 39.3 39.0 202.3 218.0 16,861 16,744 86,791 93,511 
WAIN 6k Ses skies bales 5.2 5.9 90.3 79.8 2,183 2,485 37,513 SOUT Beg US noice cseessesves 19.4 20.9 206.7 2228 13,181 14,204 140,585 151,494 
Popular Boating .......... 479 17.1 479.3 258.3 28,161 10,024 281,380 151,860 | ‘child Life ................ aap tome 11.3 7.9 4,851 3,410 
) Popular Photography ........ 64.8 89.9 611.0 651.0 27,216 37,758 256,653 273,420 tScholastic Magazines ....... ous a 219.3 215.3 92,092 90,869 
DE So ss coc kcelskeees 10.2 13.3 129.8 156.0 4,368 5,708 55,693 66,966 tScholastic Roto ........... — — 34.8 36.2 —_— 30,403 31,763 
Reader’s Digest ............. 33.0 39.0 375.5 359.0 6,006 7,098 68,341 65,338 Tels Qe: doco os 7 oi) S744 Foz W042 3.948 Wea Te 371,047 
DUNE. decsedwnscdysinns, 23.7 268 255.1 233.6 10,164 10,633 © 109,447 = 100,198 | 5 wot published im August: cumulative totals shown are for January through May. 
SO ee eee, 5 3.9 46 62.3 77.6 1,639 1,934 26,182 32,618 
Sport Cars Illustrated ........ 26.2 140 1945 135.2 11,004 5,880 81,690 56.784 | Mechanics & Science 
Today’s Health ............. 18.3 4. . 4 ; ; 76,913 67,307 
} Topether - AIRE RENT Fe 5.8 ye ae = — = 30,189 29,827 | Mechanix Illustrated ........ 48.6 54.9 526.5 538.6 10,889 12,308 117,940 120,637 
Town & Country ............ 38.9 26.5 448.7 418.0 24,552 16,737 283,546 264,189 | Popular Electronics ......... 54.6 48.4 459.8 458.7 12,221 10,842 103,270 102,749 
eg ae nk geet ess 27.9 26.7 2206 2347 11,957 11,457 94,641 100,705 | Popular Mechanics .......... 78.7 8689.0 9859.0 901.5 = 17,627 = 19,930 192,418 = 201,907 
BAS, RO Re 83.1 78.5 964.1 954.1 48,863 46,158 566,891 561,011 | Popular Science ............ 691 75.5 7861 841.3 15,478 16,911 gn ae 
wars aS ——————— = | 4Science & Mechanics ........ ame emme «=— SAI. 94D 77,5 6, 
Welt Gre sc cikc ses Till8 1,038.6 12,0643 115986 521.650 485,020 5 833,198 5 591,488 PE la ouareen 
t No August issue; cumulative figures shown are for January through July. ¢ January 1958 issue was a show issue. : ee aed all Age ben oe nl Pg yd ‘ — scam onl 60,091 667,228 + 690,124 
Home 
Outdoor & Sport 
‘ American Home ............ 31.2 478 383.5 495.1 19,746 30,206 242,420 312,890 ; P 420.6 401.9 7 25.709 180,441 172,402 
Deter Benes & Gardens ..... 49.0 65.0 722.0 © 992.0 31,050 40,799 456.076 626.835 | Faye Stream... «561506 © 5663 «—« S640 «28070««aR-T1O.«242.926 241,967 
Flower & Garden ............ 20.8 14.3 205.2 141.6 8,717 6,020 86,163 59,500 | Fur-Fish-Game ............ 13.2 14.6 144.6 143.5 5,647 6.268 62,030 61,507 
Flower Grower ............5 27.9 28.6 406.3 403.4 11,693 11,995 170,610 EEE Bae i ee al. 26.7 25.9 184.6 210.6 11,454 11,119 79.172 85,561 
House & Garden ........... 24.2 28.0 445.1 510.8 15,297 17,675 281,296 SURE Outdoor UMS... ccisccce 45.9 51.4 525.8 565.0 19,732 22,045 225.555 242,421 
| House Beautiful ............ 36.9 45.3 pho 732.8 wr 28,610 434,585 463,135 | sports Afield .............- 50.0 42.6 470.8 483.6 21,458 14,254 201,994 207,475 
REMAN 0% caccacnsayse 16.0 25.4 174, 303.3 6, 10,893 74,821 130,093 — =< 
, Living for Young Homemakers. 21.8 286 409.1 4923 13,791 18,062 258.488 311,099 | ‘Total Group ............. 510 2450 «23127 «23686 107,718 = 105.105 «92 TIS 1011.39 
Popular Gardening .......... 26.7 27.2 358.5 365.3 11,225 11,431 150,582 153,414 F 
H#Sunset Magazine .......... 741 833 8782 9755 31,562 39,312 369,013 414,015 Detective & Fiction sie a sae i gaa ae 
Sesc TT. w 2 ~~ = af ,Al Cea J>5e col > yee nA SCAG tee ‘| MPS EPERELELELEL LET le a ’ * 
ow Srow wna saenens 245 HO F797 F406 41684 175.691 FISSOM 254156 | Tr as a3 78 74 3.669 3562 33'023 pry} 
ws ; Thrilling Fiction Group ..,... 9.3 9.0 82.1 65.1 2,079 2,008 18,390 14,589 
Fashion Total Group ........0.00- 0 6A CTT COG CTR SCO HUD 
ONE Sia inde) esncd isnt 44.0 766 5348 695.7 18891 32,861 229,424 298,489 
ee ose, vovks: S15 1224 5663 6972 34974 52516 242928 299.098 | Newspaper Sections (1) 
Harper’s Bazaar 644 825 627.8 669.7 40,730 52,176 396,886 423,340 | (Nationally distributed with Sunday newspapers) 
i nh = lla alae al : j : ¢ : ’ +The American Weekly ...... 37.1 541 496.1 477.2 31,553 45,999 421,706 405,598 
Mademoiselle ............... 266.9 2628 718.8 787.7 114,513 112,762 308,370 337,906 | {The Amuleal 100 3098S 53B OBE OS3.974 166 | 0D ERS 
SS ESS See eI 104.7 137.9 912.7 1,038.2 66,199 87,123 576,833 _ 656,151 | {Family o cunmyen Fees S26 S71 «456860 «530.148.7930 48 S62. A479 SE 5B. 255 
{ WO I occ bnccacaves 561.5 682.2 3,360.4 3,888.5 275,307 337,438 1,754,441 2,014,984 +This Week Magazine ........ 61.8 60.6 656.2 660.4 52,513 51,527 557,768 561,339 
! Total Group ............. 1925 Dil? BZisid 20305 163728 WeO062 TSS 1,726,018 
Movie-Romance-Radio + Five issues in August 1958; four issues in August 1957, 
' Dell Modern Group: 
Modern Romances ........ 29.4 286 2015 243.6 12,607 12,271 86,458 104,510 Pages Lines " 
/ Modern Screen ........... 22.1 238 +1299 203.2 9,489 10,196 55,727 87,164 July July Jan.-July Jan.-July duly July Jan.-July — Jan.-July 
Screen Stories ........... 20.8 204 £1101 157.0 8,917 8,766 47,231 67,427 1958 1957 1958 1957 1958 1957 
Fawcett Women’s Group: Newspaper Sections (Il) (July) 
Motion Picture .......... 171 160 1102 135.3 7,350 6,845 47,279 SBC | (an other mewspener sections ond comies) 
True Confessions ......... 1.0 8622.7 861558 = 194.1 7,709 9.725 66,822 83,252 | +chicago Tribune Magazine . 92.6 114.5 1,058.4 942.7 78,752 97,293 899,616 801,287 
Hillman Romance Group ..... 3.7 0.3 58.1 117 1,598 141 25,046 5,151 | First 3 Markets Group ...... 36.1 34.0 3745 3549 30,728 28,900 318,325 301,708 
ym be Group .... 185 22.1 11.8 161.4 7,979 9,498 50.673 69,397 | New York Times Magazine .... 94.0 97.8 1,584.4 1,502.7 79,929 83,093 1,346,723 1,277,282 
i cy hg Total G i301 iis 19569 Tas76 Tioes? 111993 Lesom 1578 
Intimate Story ........... 18.1 12.4 117.8 129.8 7,766 5,312 50,532 55,637 AA COMP «aeescenerses ow , ’ ? : ’ 665, 578, 
et OO cisco cocss. 227 i195 1410 1609 9,737 8.355 60.535 68,986 | # Not included in the totals as it is a member of the First 3 Markets Group. 
Movie Star Parade ........ 22.7 19.4 140.9 1585 9.737 8.339 60.465 68.025 (Continued on Page 68) 
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r Pages ,¢r Lines ‘ — Pages Lines 
Aug. Aug. dan.-Aug. Jan.-Aug Aug. Aug. dan. -Aug. dan. -Aug. Aug. Aug. dan.-Aug. Jan.-Aug Aug Aug. dan. -Aug dan.-Aug 
c ne 1958 1957 1958 1957 1958 1957 1958 1957 1958 195 1 1957 1958 1957 
omics Magazines 
suis Gentes Gen ...... -_ - nas _ 2606 26s ane — Beem i 65.0 468 4753 377.0 11,830 8,508 86,495 68,614 
threble Comle Gr 4 7 oe ane sean ea ies Coe gth 48.0 45.0 428.0 420.0 8,736 8,190 77,896 76,440 
tHarvey Comics Gro ~Sggert — —« 33.6 yy as 12.726 14.081 NR ict, Obs anaes 24.0 35.0 2615 275.0 4,200 6,125 45,762 48,125 
ia te Ge : : ; ’ eee oe 50.0 60.0 5165 510.5 9,300 11,160 96,069 94,953 
ee im as - ons as sess 2486 50.790 1.088 Caribbean .........ce000. 59.5 73.0 483.0 540.0 10,829 13,286 87,906 98,280 
en Galt oa. cuss... 73 4 700s Ai‘ SOCKS Si«éS 663 ON Re ale ble a = = 2 — Te ee ee 
Total Group ............. 19.6 Ba 0s pea 224.5 7Al 7,538 74,871 84,996 RSPR 20.0 11.0 144.0 122.0 3,720 2,046 26,784 22,692 
1 Published bi-monthly; figures shown are for combined July-August issue. (| RS a ae 51.0 52.0 767.5 719.5 8,925 9,100 134,313 125,912 
French Swiss ............ 20.0 20.0 1920 174.0 3,500 3,500 33,600 30,450 
Canadian National Weekend Newspapers (Rotogravure Linage) BED Side ccr ae «cadens 79.0 68.0 7240 627.0 14,378 12,376 131,768 114,296 
ORES 5. Ma Wdsesos0dae 42.0 438.8 4763 37,749 476,321 German Swiss ............ 205 21.0 205.0 198.0 3,731 3,822 37,310 36,036 
DE eine sends scses 58.9 uae 468.3 455.8 53,082 wage aan ‘535 455,885 Me She ont tees 48.0 56.0 555.0 553.0 8,736 10,192 101,010 101,101 
SE Sc... shen s soc 83.9 598 6610 6016 73.430 52,314 578,432 526,419 | REO ear 440 50.0 4110 4040 8,008 9,100 74,802 73,528 
Weekend Magazine .......... 87.3 702 7645 #7769 85,147 68,382 745,426 757,483 the ee 485 55.0 6275 6215 8,342 9,460 107,930 106,898 
Total Group ............. WzT Woe Tse Tos We BWiT2 POW Tie is JAPANESE ©... eevee ees eee 32.0 36.5 295.0 309.5 5,376 6,132 49,560 51,996 
+ Five issues in August 1958; four issues in August 1957. CEE oc ccescncevecans 50.5 48.0 402.0 366.5 9,191 8,736 73,164 66,703 
Overseas Military .......... 48.0 43.0 339.0 251.0 8,736 7,826 61,698 45,682 
Guation New Zealand ............. 33.0 345 2505 246.0 6,006 6,279 45,591 44,772 
an MOR os con's vobilceas 30.5 325 2888 286.5 5,185 5,525 49,088 48,705 
Canadian Homes & Gardens .. 251 298 3025 3257 17,055 20,260 221,480 Portuguese ..... 2.00.2... 85.0 865 6120 5775 14,875 15,138 107,100 101,062 
|p l 04 6215 62558 (298-7 = 20,698 1597 173,939 = 203,145 South African ............ 78.5 835 6210 6425 14,052 14,946 111,159 115,008 
— tet eeereneseasens = ~ 44 44 --¥4 go - — amie ey Seetiare Hemisphere ...... 28.5 so 224.5 ° 246.0 5,187 5,460 40,859 44,772 
settee eter tere . . . . , , Eee ip Re Re 82 22.5 307.5 250.5 4,185 4,650 57,195 46,593 
, , : 6, 156,606 F 
Been, anttesres "oeseere2- mB 2 ee ee US hl! endl Ma 12055 sn ivioei 03876 WET Wass Torres Siac) 
‘ rs ; ; ; 11,830 11,238 117,390 110,065 § Because current month linage figures for several publications are not yet available this group is broken into a July 
Heer Sottion aacae ean ; re os ras 05.8 12,057 11,056 122,441 115,707 | section and an August section. ¢ Commenced publication with the October 1957 issue. 
Revue Moderne ............ 10.2 192 1438 1769 6,944 13,048 97,794 120,309 eine Pes 
Rewwe Populaire ............ 19 130 1164 1495 8,335 9,073 81,509 102,539 t 7 saa ey : . 
sp enea Rate aa 77 91 1099 2056 5381 13,408 76,943 144.022 R | | et ad —_ tf = —— ad 
H#Saturday Wight .......... 216 186 2480 185.9 9,078 7,804 104,232 78,192 F 
STime-Conedin ..........-- 835 1280 9519 1,085.1 37,135 53,760 399,735 455,735 Foreign (July) 
ES eee a eo 33331 142,009 156542 1420885 1,653,651 reeyrrmeg 
+ The Canadian Home Journal has merged with Chatelaine. Merger becomes effective with the September 1958 issue. pe gd seh he SNe = > phe = peg P44 pongo ares 
Canadian Home Journal ceased to publish as a separate magazine with the June 1958 issue. t Effective February 1, | 1 sonthly Economic Review 16 47 193 303 1,682 5,008 20,711 32,611 
1958 Samedi carries advertising in two of its four issues; two issues in August 1958 and four in August 1957. §Ne aie = Ps . ‘. . , ° 
# Wot included in totals as figures for August issues were unavailable as this issue went to press and July Pacific Edition 54.2 72.0 422.5 459.3 22.764 30.240 177,450 192,920 
figures are shown. § Four issues in July 1958; five issues in July 1957. * Not included in totals. European Edition ......... 528 624 4575 447.4 22176 26,215 192,150 187,915 
ee chsh ons ess cysts 35.3 543 2510 3228 #14840 22,890 105,420 135,590 
SForeign (August) tTime International: 
MRS SS bin csaudrden . 68 5.5 98.7 91.4 5,924 4,578 82,936 76,776 Time-Atlantic ........... 96.1 112.7 7298 $740.7 40,670 47,285 306,460 311,045 
Popular Mechanics: Time-Latin American ..... 99.8 108.7 7021 7181 41,860 45,605 294,875 301,945 
Popular Mekanik (Danish) 6.0 8.0 60.5 54.3 1,344 1,792 13,552 12,159 Time-Pacifie ............ 69.1 81.4 5441 5822 29,365 34,160 228,515 244,510 
Mecanique Populaire (French) 15.3 14.5 218.0 201.0 3,427 3,248 48,832 45,024 Vision: 
Populare Mechanik (German) 25 ll 35.9 14.5 560 252 8,042 3,252 Visao (Portuguese Edition) . 157.5 135.5 934.2 739.5 66,150 56,910 392,350 310,590 
Mecanica Popular (Spanish) 23.8 30.4 223.1 229.4 5,333 6,812 49,980 51,380 Spanish Edition ey 711 70.2 477.7 421.2 29,855 29,505 190,620 176,890 
Popular Mekanik (Swedish) 6.0 8.0 66.0 69.7 1,344 1,792 14,784 15,643 Mexican Edition ......... 18.7 17.0 95.7 95.7 7,840 7,140 40,180 40,180 
Reader’s Digest: Total Group ............. 7796 B48S $5051 54740 Bll82 393,443 2541351 2,557,756 
GEE Seth ao viiek wales > Ges 32.0 36.0 264.0 268.0 5,248 5,904 43,296 43,952 ||| Published by European Edition of the New York Herald Tribune. ¢ Four issues in July 1958; five issues in July 
 . Pe dees ccdyae 62.0 64.0 402.0 380.5 11,284 11,648 73,164 69,251 | 1957. ¢ Two issues in July 1958; three issues in July 1957. § Became a weekly with the July 5, 1957 issue. 


SAN FRANCISCO TENTRAL TOWER 


York, has made the following add- | 


cy, formerly with Bill Bros., has 
joined Analytical Chemistry; 
James L. Till, formerly with Pow- 
ers Regulator Co., has joined Jour- 
nal of Agricultural & Food Chem- 


CHEERS! 


look after masterminds? 


A couple of months ago you could never be sure. But 
now you know — thanks to The Saturday Evening Post’s 
new Politz study on Ad Page Exposure. It proves, for 
the very first time, that the page carrying your ad — the 
one you typed ...and retyped — will be exposed to Post 
readers more than 29,000,000 times. Feel better? 

Don’t go rushing into the boss’ office 
telling him how important you are. Sim- 
ply refuse to type any copy not scheduled 
to run in the Post. That’ll teach him...and, 
who knows, maybe you'll even get a raise! 


: ok 
See 


Reinhold Adds 6 to Sales Staff | 
Reinhold Publishing Corp., New | With F. J. Stokes Corp., and Robert | Dunn, formerly with John W. Cul- 


itions to its sales staff: S. W. Per- | | plastics division of Dow Chemical 


GIRL FRIDAYS 
EVERYWHERE: 


A toast to you, loyal advertising secretaries! What of all 
the work you do — typing copy, letters, memos; cutting 
stencils; sharpening pencils; running java! Alas, is it all 
worth it? What happens to the ads the big genius you 


istry; Walter E. Rayher, formerly | 


H. Olmsted, formerly with the 
Co., have joined the Reinhold cata- 
log division. In Chicago, Ernest C. 
Heath, formerly with Scranton 
Publishing Co., has joined the 
Reinhold catalog division as dis- 


trict manager, and Robert E. 
‘len Co., has joined the sales staff 
of Industrial & Engineering Chem- 


istry. 


Two N. Y. Printers Merge 

Two of New York’s oldest com- 
mercial printers have consolidated. 
Publishers Printing—-Rogers Kel- 
log Corp. has acquired Isaac Gold- 
mann Co, Goldmann will be oper- 
ated as a division of Publishers. 
H. B. Kriesman, former Goldmann 
president, will become manager 
of the Goldmann division of Pub- 
lishers and will be elected a vp 
of the parent company. The mer- 
ger makes Publishers the largest 
general commercial printing com- 
pany in the New York area, with 
annual sales estimated at more 
than $10,000,000. Facilities will be 
consolidated at the new Publish- 
ers plant at 36th St. & 47th Ave., 
Long Island City, N. Y. Sampson 
R. Field is president. 


Du Pont Boosts Fibers Ads 

The textile fibers department 
of E. I. du Pont de Nemours & Co., 
Wilmington, Del., will make ma- 
jor use of tv and radio this fall as 
part of an increased ad program. 
The program has been developed 
to meet merchandising consider- 
ations resulting from the broad 
distribution pattern and_ great 
variety of consumer products now 
being made with Du Pont’s Dacron 
polyester fiber, Orlon acrylic fi- 
ber and nylon. The tv schedule 
will include participations on the 
“Steve Allen” show Sunday eve- 
nings on NBC-TV, Dave Garro- 
way’s “Today” (NBC-TV) and 
“Douglas Edwards and the News” 
(CBS). Batten, Barton, Durstine 
& Osborn is the agency. 


Schenley Import Expands Ads 

Schenley Import Co., New York, 
importer and distributor of Ma- 
rie Brizard French cordials, will 
expand and increase the frequen- 
cy of its advertising program for 
the remainder of 1958. It will also 
offer four imported liqueur and 
frappe glasses to consumers for 
$1. Media to be used include Cue, 
Esquire, Gourmet, Holiday, The 
New Yorker, Social Spectator and 
Town & Country. Peck Advertising 


Agency is handling the drive. 


Gale-Gernannt Opens Offices 


A new tv film producer, Gale- 


|Gernannt Productions, has opened 


offices at 55 W. 53rd St., New 
York. Bill Gale, former orchestra 
leader and recording artist, and 
Bill Gernannt, radio producer, are 
co-owners of the company. Herb 
Landon, previously publicity di- 
rector of Kenyon & Eckhardt and 
head of his own Hollywood pack- 
aging and promotion company, is 
general manager. 


Ted Bates Promotes Kucera 

John Kucera, former assistant 
vp and media supervisor for Ted 
Bates & Co., New York, has been 
appointed to the new post of as- 
sistant vp and director of network 
relations in the tv-radio depart- 
ment of the agency. No successor 
has been named for Mr. Kucera in 
media. 


73% 
OF ALL 
TRAILERS 


Subscribers to TRANSPORT 
TOPICS own or operate 73 
percent of all truck trailers. 
More than half a _ million 
power units are used to haul 
these trailers under heavy 
loads over long distances in 
almost constant operation. 
Subscription rate to TRANS- 
PORT TOPICS is $10.00 a 
year; 83 percent of subscrip- 
tions are ordered by mail; 
renewal percentage 84.11 
(ABC Audit Report for 12 
months ending June 30, 
1957). TRANSPORT 
TOPICS is the national 
newspaper of motor freight 
carriers. 


Copy sent airmail on request 


@ 
Grausport Topics 


Washington 6, D.C. 


. q 
— 68 Advertising Age, August 18, 1958 | Ad 
T 
: Is 
. <i K. 
< 
a Ke 
; Th 
; ! an 
Ti ‘ Re 
igen all 
. ae y 8 6uti 
- i tisi 
‘a H = ilig! 
ie "a i act 
am Ser 
ae : I 
an j of 
Bie my Cnie 
Be Si per 
on “ce 
ay are 
os pal 
ea sin 
eae dec 
! Ee or am 
saa « 
i u , vel 
So nec 
bee St dui 
eee vio 
cae mit 
ee an 
eas: Ser 
ee 
ee a 
_* as 
ae ver 
eS Peis pre 
Spas the 
ead ver 
ee I 
oe J —_— - a ——_———S ee | Ev 
/ ee | dey 
sis en bee —— zz 
ie ec — ele 
Re keel De ada rhe 
pay re am 
Jy tung 
aE: as 
se ey” | | cor 
= ical al Sl i errr Rae SE SL ; acta tecoasstali ios ellanssib ncaa BE Ae Slate et Ne of 
. anc 
- 0) lav 
cp ; ma 
ee 
AI 
iy 1 
a | ne 
Ho 
has 
: rec 
: Re 
: a eae eT et | duc 
ie wis : A LE AAT SAE SI ROR A } pal 
Geke ; } ads 
ge | Inc 
oe Po 
ee | - 4 
& the 
wet ' leg 
Baan the 
ie ae f| y= sépol 
ne 3 ‘ byi 
tier 3 } tax 
0g . ter 
i, ‘ee % a ‘ ow 
.  emrea ak) i ' : pre 
pee Se | fp fur 
an ik aot hit 
i | me 
ae 8 “ Y } sth 
ee os i h ser 
aes: { , } tax 
ae ma 
me } sta 
F { leg 
ig * i Ka 
ae a 3 
So ha: 
pate ee ’ 
epee j Ch 
one ; shal 
}  =sopre 
ry: } mi 
a a ! sle 
= | | es a hai 
Si ee ee _ Seve RRR eT ENR nN RT Rr A a EH } on 
joe ae i 
as es } 
4 5 Ae ; ai } ms ms eae ‘ A INE sang anand i Oe te pe ae ¢ uy eine i ee) ee = 0 eat a a - he tae i eee vine mae © een ar ic ac Nie 
7 = i 


Advertising Age, August 18, 1958 


Tax Ruling on Ads 
Isn't Censorship: 
Kefauver to ‘SEP’ 


WASHINGTON, Aug. 12—Sen. Estes 
Kefauver (D., Tenn.) has scolded 
The Saturday Evening Post for 
an editorial criticizing an Internal 
Revenue Service ruling which dis- 
allowed tax deductions claimed by 
utilities contributing to the adver- 
tising program of independent 
light and power companies. The 
action had been taken on the basis 
of a protest channeled through 
Sen. Kefauver’s office. 

In a letter to Ben Hibbs, editor 
of the magazine, the senator de- 
nied that review of advertising ex- 
penditures can be regarded as 
“censorship.” He said tax officials 
are not preventing electric com- 
panies from advertising. They are 
simply saying the ads can not be 
deducted as a business expense, 
and therefore from taxable income. 

“Accepting the premise that ad- 
vertising should be regarded as a 
necessary business expense, de- 
ductible for tax purposes, we du 
violence to our premise if we per- 
mit all advertising to be deducted 
and do not provide against abuses,” 
Sen. Kefauver wrote. 


= “It seems to me that media such 
as The Saturday Evening Post, ad- 
vertising agencies and advertisers 
all have an important stake in 
protesting abuses which jeopardize 
the prestige and standards of ad- 
vertising.” 

His letter cited a Saturday 
Evening Post promotion booklet 
devoted to the utility campaign as 
proof that its major intent was to 
“Turn the tide of public opinion” 
rather than promote wider use of 
electricity. “The Saturday Evening 
Post’s description of the design 
and intent of the advertisements 
as stated in the promotion booklet 
confirms my belief that the ruling 
of the Internal Revenue Service 
in this matter was entirely proper 
and that the provisions of the tax 
law under which the ruling was 
made are just,” he declared. 


AD TAX RULING IS 
UNFAIR, SAYS CRITIC 

WASHINGTON, Aug. 12—A promi- 
nent Republican member of the 
House ways and means committee 
has questioned the fairness of a 
recent action by the Internal 
Revenue Service disallowing de- 
ductions claimed by power com- 
panies which contributed to the 
advertising program of America’s 
Independent Electric Light & 
Power Companies. 

Rep. Richard Simpson (R., Pa.), 
the third senior Republican on 
the committee, which handles tax 
legislation, said it is proper for 
the revenue service to have rules 
which prevent tax deductions for 
political contributions or for lob- 
bying. But, he told the House, 
tax regulations must be adminis- 
tered impartially. 


s “Frequently,” he pointed out, 
“we find private enterprise is 
prevented from using its tax-free 
funds to present its story so that 
it can continue to exist and pay 
taxes to the federal treasury. 

“I am disturbed when I see 
that no comparable effort is ex- 
erted to curb the flagrant use of 
tax-free funds by unions and 
many foundations, which are con- 
stantly advancing positions on 
legislative issues,” he said. # 


Kastor, Hilton Adds Products 
Drug Research Corp., New York, 
has appointed Kastor, Hilton, 
Chesley & Clifford, New York, to 
handle advertising for two new 
products, Insta-Pep, a vitamin- 


mineral tablet, and Jandrex, a 
sleeping tablet. The agency already 
handles Regimen for Drug Re- 
search, 


PORTABLE | 
APPLIANCES 


ADAPTABLE—General Electric Co.’s 


——— ' ean Ope 
PORTABLE 
APPLIANCES 

| 


new display center shows GE’s 


portable appliance line (except for the rotisserie-oven) in 6 sq. ft. 
of space. The four units can be used separately or together, in either 


a center or 


wall aisle. 


Offers Grocer Suggestions 
A brochure containing 42 ideas 


to help customers communicate 
their needs and suggestions to 


|supermarket operators is being 
distributed to the grocery trade by 
| Batten, Barton, Durstine & Osborn, 
| New York. The ideas stem from a 
brainstorm session sponsored by 
the agency and attended by a 
| group of homemakers and super- 
market operators. Copies are avail- 
able by writing to Bill Pleuthner 
at the agency’s New York oftice, 
383 Madison Ave. 


New Editions for ‘Informant’ 

Guest Informant, a magazine 
distributed in hotels, has published 
three new editions for hotels in 
Dallas, Fort Worth and Houston, 
Other editions include hotels in 
Los Angeles and San Francisco and 
a travel edition. 


Gillett Joins Bain Co. 


William V. K. Gillett, formerly 
with The Saturday Evening Post, 
has joined Jack Bain Co., New 
York publishers’ representative, as 
consultant for consumer publica- 
tions and as southern New England 
sales representative. 
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4A‘s Names Carlson Co. 

Milton Carlson Co., 3450 Wil- 
shire Blvd., Los Angeles, has been 
elected to the American Assn. of 
Advertising Agencies. 


Keep 
Top Lrass 
Informed 


Give your management ail the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
* Publicity * Subject Research 
+ Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WaAbash 2-8419 


from the heart of Pittsburgh 


to the entire tri-state area! 


y / CHANNEL 
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4 | 
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= ow 


REPRESENTED BY 


BLAIR-TV 


Wi 


# 


BASIC 


NBC 


AFFILIATE 


WIIC PITTSBURGH 14, PA. 
Telephone: FAirfax 1-8700 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Permanents Are Serious Business; Points Out 
Competition Between Professional, Home Beauty 


To the Editor: I had not intend- 
ed to write you with regard to the 
story in the July 21 issue of ApvEr- 
TISING AGE, until my attention was 
called to the editorial and to 
“Rough Proofs” in the July 28 is- 
sue. 

I don’t know what else ADVERTIS- 
ING AGE is going to use with regard 
to this, so I think it is best to at 
least inform you with regard to the 
national association’s activity and 
set the record straight. 

While you “can’t help register- 
ing amusement over the protest of 
NHCA,” it happens to be most 
serious business to some 500,000 
men and women engaged in pro- 
fessional cosmetology. This amuse- 


DEALERS 


BUY 


when you use Farm 
Paper Dealer-Listing 
Ads in the 


UNIT STATES 
QF AMERICA 


Farm income in the Unit 
States of America is up. 
Advertisers are getting sen- 
sational results with fast 
action campaigns, possible 
only in Unit Farm Papers 
that offer: 


Economical dealer listing, 
short closing dates, local 
flexibility, complete and 
deep penetration of the. 
market. 


Let us cite for you how 
dealer-listing advertising 
gets them to buy Now. 


MIDWEST 


UNIT 
Faun Pape 


Nebraska Farmer * Prairie Farmer 
The Farmer * Wallaces’ Farmer & 
lowa Homestead 
Wisconsin Agriculturist & Farmer 
ADDRESS: Midwest Farm Paper Unit. 
Sales offices at: 35 E. Wacker Drive, 
Chicago 1... 250 Park Ave., New York 


17... 110 Sutter St., San Francisco... 
159 S. Vermont Ave., Los Angeles 4. 


ment over the question of truth 
in advertising does not seem to 
parallel your concern regarding the 
same type of complaints in other 
fields of endeavor. 

Furthermore, it is more than 
“hair-splitting” to state that the 
cosmetologists invent or manufac- 
ture the “permanent” wave, since 
that is something done by manu- 
facturers and sold to cosmetologists 
for their use professionally. 

The question of “permanents” is 
also probably not “amusing” to 
those of the advertising fraternity 
placing several millions of dollars 
of advertising annually for the 
home permanent field. 

Likewise, “Copy Cub” seeming- 
ly is not aware of the long-time 
competition between the profes- 
sional beauty field and the home 
beauty field. He must not have 
known that about eight years ago 
Toni signed a consent decree after 
NHCA filed a complaint with FTC, 
accusing Toni of false and mis- 
leading advertising claims in con- 
nection with the Toni twins ad- 
vertisement. At that time Toni 
published its advertisements in the 
manner which implied that the 
beautiful hair styles were created 
by the twins in their homes, 
whereas cosmetologists had re- 
ceived large fees for styling the 
hair. 

Following the signing of the con- 
sent decree, Toni changed its ad- 
vertisements to list the names of 
the professional hairdressers who 
did the styles. This campaign was 
used only a short time and Toni 
dropped the Twins advertising pro- 
gram. 

It appears that Max Factor & Co. 
has changed its advertising copy, 
at least one different television spot 
has been noted which eliminated 
the two principal misstatements of 
the complaint. 

NHCA’s letter to FTC complain- 
ing against Max Factor’s Natural 


Wave copy was mailed on June 17. 


| Copies of the letter were enclosed 


with a covering letter to several 
organizations, which the associa- 
tion thought should be advised of 
this action. Included in this mailing 
were two media: The television 
network, which carried the pro- 
gram, and The American Weekly, 
which published an advertisement 
making the same claims. 

The press release was not sent 
to the above, as you stated, but 
only to the beauty trade press to 
which members of NHCA and oth- 
er cosmetologists subscribe. 

NHCA did not file this suit to 
get publicity or to fight the battle 
in the press. Therefore, we refused 
to give any information to the 
drug and cosmetic trade press and 
also to several requests from the 
New York office of ADVERTISING 
AGE. 

When we received a call from 
the Chicago office of ADVERTISING 
AcE, which we considered to be a 
normal call, I discussed the letter 
to the Federal Trade Commission 
with your reporter, who also did 
not understand why the New York 
office of ADVERTISING AGE would 
make long distance calls to Chica- 
go on this story. 

However, I did not give him the 
text of the press release to the 
beauty trade press, dated June 198, 
or the text of the June 17 letter to 
the Federal Trade Commission. It 
was my understanding that a copy 
of this letter was secured from the 
National Assn. of Broadcasters, 
since previous references to the 
complaint by ADVERTISING AGE re- 
porters were made on the basis of 
a letter to that association. 

The national association did not 


believe it necessary to contact Max | 
Factor & Co. with regard to its) 


complaint. It felt that Max Factor 
& Co. knew that its advertising 
claims were highly extravagant 
because such claims were not list- 
ed in any way whatsoever on the 
can. 

A complaint was also filed by the 
National Beauty & Barber Manu- 
facturers’ Assn. with regard to the 
Natural Wave advertisements, 


|charging unfair competition by | 
misleading advertisements. 

I am personally opposed to gov- 
ernment encroachment in business, 
but I do believe that such adver- 
tisements as that created by Max 
Factor for its Natural Wave must 
come under federal regulation 
when they not only mislead the 
public, but also bring about unfair 
competition. 

Nathan E. Jacobs, 

Public Relations Counselor for 

NHCA, Chicago. 

- . * 
Summer Savings! 

To the Editor: Maybe you ought 
to have another department called 
“Advertising We Can Do With.” 
Note the special prices on the at- 


jerry gilden 
. +. at savings! 
oe .. 


Reg. $7.95 to $10.95 
Flowering prints, stripes, airy eyelet cottons! 


tached ad from the Royal Oak 
Tribune, July 1 issue. How honest 
can advertising get? 
Gordon S. Miller, 
Vice-President, Grant Adver- 
tising, Detroit. 


s * * 
Howard Monk Agency Isn't 
Limited to Direct Mail 

To the Editor: While we appre- 
ciate your reporting one of our 
new accounts in ADVERTISING AGE 
(July 28, Page 75), the story con- 
tains a factual error that distorts 
the picture of our operation. 

A lot of things might be said 
about us, but limiting us to being 
specialists in direct mail just isn’t 
so. As shown in our follow-up re- 
port published in the “letters to 
the editor” column of your March 
24 issue, our capitalized gross bill- 
ing of $4.5 million in the fiscal 
year ended Oct. 31, 1957, included 
$1.5 million in commissionable 
space and time. The difference of 
$3 million encompasses counsel- 
ing and creative services in all 
phases of advertising, marketing, 
sales promotion, public relations, 
research, and related activities 
(yes, it even includes direct mail 
where indicated). 


“Think this is a good place to make a stand, son?” 


eee eereer eee eee eeeereereereereeeeeeeeeereeeeeeeeeeee 


ing business depends on being 


CASTING the most complete, authentic source of TV-radio 
news. More of them PAY to get BROADCASTING than for 
the next three publications combined. When you take a 
stand, be sure BROADCASTING is your G-2 source for the 


right answers. 


eee eee eee eee eee 


General Custer didn’t, and look what happened to him! 
Today, people whose success in the broadcast advertis- 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 
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well-informed find BROAD- 
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In order to provide these serv- 


|ices “across-the-board” in the ex- 


act proportions required by a par- 
ticular client, we operate on a fee 
system. Compensation agreed 
upon between the client and our- 
selves is based on actual man- 
hours expended. Concentration on 
one phase of promotional activity 
would be contrary to our philoso- 
phy of doing business. 

Since the Frey report, there has 
been a lot of talk about compen- 
sation systems—some of it even 
makes sense. We have resisted the 
temptation to boom the big bass 
drum to show how smart we’ve 
been in using the fee system for 
all 26 years of our existence. We 
do, however, feel that we want to 
be known for what we are and not 
what we are not... 

Edwin L. Karpick, 

Public Relations Director, 

Howard H. Monk & Associates, 

Rockford, Ill. 

. » 

It's Both Sorensen an 
Beta for Chirurg Agency 

To the Editor: We're having a 
hard time getting the relationship 
with our new client Sorensen & 
Co. straightened out. 

In your July 7 issue (Page 45) 
you report that our agency has 
been named for Sorensen’s Beta 
Division. 

This was not enough. So our 
Lou Brendel wrote you that we 
are appointed for both Sorensen 
and its Beta Division. But your 
headline writer put over Lou’s 
letter: “Chirurg handles Beta, but 
not Sorensen Co.” 

Just for the record (Lou has 
given up and gone off on a vaca- 
tion), we’re handling Sorensen and 
its Beta Division. 

Howard G. Sawyer, 
Vice-President, James Thomas 
Chirurg Co., Boston. 

. 3 - 

‘Fair Lady’ Brings 
‘Every Woman’ Up to Date 

To the Editor: We admire the 
“What every Fair Lady wants to 
know about a man...” campaign 
that, according to your July 21 
issue, is currently running for 
Schenley’s Champion bourbon. In 


What Exeng Uhm wants to know about a Man... 
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fact we’ve admired it for years— 
and used it from 1939 to 1942 for 
Old Schenley bourbon. 

As you can see from our proof, 
our headlines feature “every 
Woman” instead of “every Fair 
Lady.” That’s the only change. 

We quite agree with Schenley; 
when you’ve got an elegant cam- 
paign, use it. We’re proud that 
this one has stood the test of time. 

—-Lawrence Wisser, 

Senior Vice-President, Weiss 

& Geller Inc., New York. 

. . 


Video Tape Confusion: It 
Doesn't Substitute for Film 

To the Editor: It was a pleasure 
presenting the paper on video tape 
for your AA Workshop on July 25, 
but I want to correct one sentence 
which appeared in your August 4 
issue regarding the use of video 
tape. 

On Page 72, referring to the 
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video tape machine, you make this 
statement: “Mr. White pointed up 
the value of such a machine in the 
production of tv film commercials.” 

This is untrue. As I mentioned 
several times during the presenta- 
tion, the use and value of video 
tape at present is in the guaranteed 
production of live commercials— 
and is not a replacement or sub- 
stitute for film, its techniques or 
its uses. 

As demonstrated at the work- 
shop, the pictures are originated 
and produced exactly as live tele- 
vision studio pictures are origi- 
nated and produced. As a result, 
the magnetic tape playback bears 
a quality and production similarity 
to live production, and not to film. 
(Video tape should be compared 
only to itself.) 

This is an area of confusion 
which now exits, and should be 
cleared up whenever possible. 

Hooper White, 

J. Walter Thompson Co., Chi- 

cago. 

o * » 


Finds Conflict Between 
Agency and Retail Admen 

To the Editor: As a person with 
only retail advertising experience, 
I am amazed at the number of 
similar answers given to me when 
applying for a position with an 
advertising agency or a national 
advertiser. In too many cases a po- 
sition wasn’t granted to me solely 
because I did not obtain my ex- 
perience in an advertising agency. 

For some reason or other, many 
agencies and national advertisers 
fail to realize that, for most prod- 
ucts they advertise (in order to 
reach the consumer) the product 
must ultimately go through a re- 
tailer—a retailer who, on many 
occasions, advertises the same 
product himself or cooperatively. 
The retailer, dealing directly and 
personally with the consumer, is in 
a position to understand the con- 
sumer’s motivations, reactions, and 
behavior at the point of sale. As 
every one in the advertising field 
knows, or should know, the better 
understanding of the consumer is 
most important in the planning of 
any advertisement. I’m sure I 
speak for other retail advertising 
men as well when I say that, hav- 
ing been in the retail field, many 
of us have acquired the experience 
and understanding so vitally nec- 
essary in selling the consumer 
through advertising. 

I believe the reason behind this 
conflict between agency and retail- 
ing people lies in the word retail- 
er. The name retailer implies a 
salesman, and to many people the 
word salesman has a bad connota- 


tion. And we in the advertising 
field are advertising men, not) 
salesmen. 

For the benefit of those who do 
not understand, the only differ- | 
ence between a salesman and an| 
advertising man is that the former | 
sells personally, and the latter | 
sells non-personally. We in the re- | 
tail advertising field have come) 
close in combining the two, in our | 
appeal to the consumer. We have | 
long felt that the consumer is not 
just another purchaser with a 12 
year old book-learning mentality, | 
but one with a purchasing mentali- | 
ty 


Might I add, before closing, that 
many of the great advertising peo- 
ple who were or are still in na- 
tional advertising, passed through 
the portals of retailing. 

George Annand, 


New York. 
> a _ 
Here Are the Facts on Fairs 


—And Engage a Consultant 

To the Editor: I was very much 
interested in your report on the 
meeting of the Exhibitors Advi- 
sory Council, stressing the impor- 
tance of advertising agencies add- 
ing shows and exhibits to their 
media (AA, July 14). 

I know this field, having serv- 
iced shows, industry exhibitors 


and fairs for years. From my ex-| 


perience, agencies have been up 
against two serious problems about 
shows: 

1. They seldom have anyone on 
their regular staff equipped with 
information and experience to han- 
dle show details, and 

2. How are they going to be 
compensated for services and ex- 
penses? 

The answers are really quite 
simple. 

Problem 1: Engage a show con- 
sultant to work on a per diem ba- 
sis plus expenses. It will be his 
job to secure all data about show 
dates, locations, attendance (free 
or paid), type of audience, rates for 
space, both inside and out. 

Further information to be gath- 
ered by consultant: 

Utilities available such as gas, 
electricity, steam, water, lighting 
provided, costs of special lighting, 
booth locations available, building, 
furniture, rugs, back draperies, etc. 
If client uses outside space, does 
he want to buy, rent or does he 
own tent? 


He must find out about exhibits 
and products, setting up and dis- 
mantling exhibits, insurance, stor- 
age, personnel for booth; [he must] 
reserve space at shows and secure 
space contracts and utilities con- 
tracts. 

Consultant must know whether 
client has on hand a formal exhibit. 
If not, does he want one built? By 
whom? Consultant must be in a 
position to travel, if necessary, and 
to remain at opening of show for 
several days to see that everything 
is running smoothly. 

All of this is accomplished by 
proper organization by the consult- 
ant. 

The agency pays the consultant 
on a per diem basis for actual time 
involved, plus expenses. 

Answer to Problem 2: 

The agency charges the client 
for the consultant’s services and 
expenses, adding 15% for their 
service charge, for all out-of-pock- 
et expenses and on cost of space. 

This would be comparable to 
their production costs on advertis- 
ing as a legitimate expense. 


tgs 


ie 
y 


cies will consider a small exhib- 
it. If they did so, they would be 
buried by the larger exhibits of 
their neighbors. 

One thousand dollars is a fair 
estimate for the average exhibit 
space of several hundred or more 
square feet, and show-minded cli- 
ents generally will want to be in 
from five to ten or more shows per 
year. 

Carole May, 

National Bureau for Fairs, 
Chicago. 


Media Lag in Ad Figures 

To the Editor: In looking over 
the “Percent of Sales Invested in 
Advertising in 1955” as given in 
your July 21 issue, it becomes quite 
apparent that newspapers, radio 
and television stations, and period- 
icals are not very strong believers 
in advertising. 

Newspapers show a figure of 
10%; radio and tv stations show 
a figure of .43%, and periodicals 
show a figure of .25%. Someone 
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Few large concerns with agen-| should sell them on the advantages 


of advertising. 
A. W. Ramsey, 

Chairman of the Board, Tidy 

House Products Co., Shenan- 

doah, Ia. 

. 
Cites Danger of Averages 

To the Editor: Another footnote 
to the proper usage of advertising 
investments as a percentage of 
sales (AA, July 21) is the danger 
of averages. 

Companies A, B and C in a given 
category have individual ratios of 
2, 6 and 8, respectively—with an 
average of 5%. However, Company 
A, with 2%, might be the most effi- 
cient marketing organization, a 
better criterion to follow. Or Com- 
pany C, with 8%, might be more 
aggressive and resultful with mar- 
ket opportunities. 

This is all reminiscent of the man 
who drowned while trying to ford 
a stream. He had doped out an av- 
erage four-foot depth. 

Stuart K. Choate, 

Partner, Hansen-Choate Ad- 

vertising, San Mateo, Calif. 
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“ORLON” and “DACRON” are trademarks, too 


REG. U. &. PAT. OFF 


REG. U. S&S. PAT. OFF. 


As this familiar signal of the baseba!! umpire des- 


ignates that a player is “safe,” our trademarks 


designate the unique qualities and characteristics 


of our two modern-living fibers. “Orlon” designates 


our acrylic fiber; “Dacron”, our polyester fiber. As 


we use and protect these trademarks, they become 


more meaningful and valuable both to consumers 


and to the trade. 


For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers De- 
partment, Section AA Room N-5518, E. I. du Pont 
de Nemours & Co. (Inc.), Wilmington 98,.Delaware. 


When using these trademarks, always remember to: 


Distinguish “Orton” and “ Dacron’'—Capitalize and use quotes or ital- 
ics, or otherwise distinguish by color, lettering, art work, etc. 


Describe them—Use the phrase ‘Dacron’ polyester fiber (or “Orlon” 


acrylic fiber) at least once in any text. 


Designate them—In a footnote or otherwise, designate “Orion” as 
Du Pont’s trademark for its acrylic fiber and “Dacron” as Du Pont’s 


trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


8t6.u. 5. pat. OFF 


BETTER THINGS FOR BETTER LIVING, ,. 


THROUGH CHEMISTRY 
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THE 
LANDING 


STRIP \ 


@s seen by / 
JOHN BURGOYNE 


New York, Aug. 13—Despite the 
recession, and contrary to his in- 


tentions, a retired executive now | 


finds himself heading a new busi- 


ness which is beginning to grow,| 
|as he expresses it, “like a weed.” | 
| Apparently, however, it is no 


| weed. 


Stealing (pilferage in trade terms) | 
in super markets has reached alarm- 
ing proportions in some areas and on 
some products. We are not amused 
by the woman who waddled three | 
blocks before dropping the ham she | 
concealed beneath her skirts. But if 
we operated a super market this in- | 
cident would serve to make us un- | 
usually suspicious of any female | 
shopper garbed in one of these bal- 
loon-style dresses. A more direct | 
approach to theft failed because of 
its own weight recently in a New 
Jersey city. 


When the store was opened the 
burglar who had tried to abscond 
with the cash register was found | 
lying on the floor, securely pinned | 
beneath it. The flag on the register 
read, “No Sale.” 


se 


An easy way to keep “No Sale” 
from applying to your product is to 
check regularly on its turnover in 
carefully-selected test markets. When 
you know what goes on at the point 
of sale with your product—and its 
competing facsimilies—you know 
what action to take to increase sales. 
When you market test your new 
product — checking sales carefully 
while the test is underway — you 
know whether to bring it home and 
improve it . . . or to turn it loose 
nationally with further ado! Bur- 
goyne is more than likely all set to 
go with a research staff and a per- 
manent panel of stores right in the 
market where you’d like to conduct 
your market test. Why not pick up 
your "phone and check. 


x * 


Italian cookery seems to be gain- 
ing in popular favor at a healthy 
rate. We are reminded of one of| 
Edward Everett Horton’s better | 
lines, “My man, there is no such 
thing as a little bit of oa og Well 
there’s more than a little bit of 
Italian foods on store shelves in| 
neighborhoods where not too wind 

isanos are living, and that’s a fact! 
fn stores in the Quad Cities*, Peoria, | 
Toledo, and way out in Tacoma, | 
Burgoyne’s research people are 
checking on the movement from 
store shelves of a new cheese ravioli 
just concocted and being sales- 
tested. Certainly this product would 
have been preferred to the spinach- 
filled variety of ravioli . . . particu- 
larly by that famous small boy in 
the New Yorker cartoon whose ob- 
servation was, “I say it’s spinach... 
and the hell with it!” 


eating + ch East Moline, Moline and 
Rock Island. 


oS 2. 2 
Popeye gets better muscles from 
spinach .. . but some of the coun- 


try’s largest national advertisers get 
the sales research that makes their 
m 


selling muscles better . .. fro 
—o0o— 


Burgoyne. 


CROCERYD 4 ORUE J INDEX (NE 


FIRST WATIOWAL BANK BLOG, CINCINNATI 2, One| 


It is Business Paper Circula- 


tion Co., P.O. Box F, Upper Mont-/tive situation so the first come | nies. All told,” Mr. Blackburn 


clair, N. J. (Pilgrim 4-6911), 
which was started almost accident- 
ally, just before Easter, by James 
E. Blackburn Jr., who retired in 
1956 as a vp, director and head 
of the circulation department of 
McGraw-Hill Publishing Co. 

Following his retirement, Mr. 
Blackburn became a _ consultant 
for three multiple business paper 
publishers—Lockwood Trade Jour- 
nal Co. and Moore Publishing Co. 
here, and Scranton Publishing Co., 
Chicago. 


s Last spring, as a consultant for 
Moore Publishing Co., Mr. Black- 
burn saw what he considered was 
a need and an opportunity—tfirst, 
to sell one of the Moore publica- 
tions to college students; second, 
to have the publisher’s booth 
properly manned at conventions 
and trade shows; third, to organ- 
ize some form of follow-up of 
special leads for large group sales. 

After talking the problem over 
with the publisher, Mr. Blackburn 
got in touch with Robert M. Nel- 
son, a retired former McGraw- 
Hill man who had specialized in 
college and group selling. Mr. Nel- 
son agreed to try out in selected 
small colleges a new sales talk 
that he and Mr. Blackburn de- 
veloped. But before he could get 
started, it was Easter Week and 
the colleges were closed. So Mr. 


Nelson asked and received per-| 


mission to go out for group sales 


on Gas Age. Knowing the utility | 


field and how to sell it, his first 
order was a group sale of 200 sub- 
scriptions to Niagara-Mohawk 
Power Co., Syracuse, N. Y. 

“The next week,” Mr. Black- 
burn says, “Bob worked the col- 
leges but was only moderately 
successful. The few orders he got 
cost the publisher 300%. 


s “Obviously, more papers were 
needed on the list. Since Moore 
wasn’t interested in going any 
further with the arrangement, I 


|Blackburn‘s Business Paper Circulation Co. 
Finds Field Selling to Groups Is Lush Field 


decided to send out a letter over 
my own name to between 30 and 
40 publishers telling them that I 
was planning to start a company 


leges, conventions, and to follow 
‘up special leads for large group 
| sales. In the letter I said I didn’t 
| know how to handle the competi- 


would be the first served. 
| “The response was amazing,” 


|Mr. Blackburn says. “I received 


letters and phone calls from all 
_over the U. S. Within two days 14 
| papers had agreed to go along. 

“So I decided that if it was 
worth going into I'd have to get a 
complete line—publications for 
women’s colleges, farm colleges, 
Catholic colleges, Negro colleges, 
etc., and get some trusted and ex- 
perienced men to sell them. I 
knew a number of retired sales- 
men and got in touch with them. 
Most of them were doing noth- 
ing, and were unhappy, and 
jumped at a chance to supple- 
ment their retirement income. 


s “I set up an office in my home. 
This saves paying New York City 
sales and corporation taxes. I got 
my lawyer to form a corporation. 
I sent out another letter to a 
selected list of general magazines 
and farm papers, and added sev- 


to specialize in three fields—col- | 


“This germ of an idea grew into a business.” 


eral more papers to the list. 

“While the original purpose was | 
clearly defined,” he says, “with 
the summer vacation coming on, 
several publishers suggested ideas 
for special summer sales. Haire 
Publishing Co. suggested an l11- 
|paper package deal to sell to de- 
partment store managements for 
buyers and assistant buyers, mer- 
chandise managers, etc. House & 
Home suggested a group selling 
deal for building supply compa- 


| Says, “11 different summer selling 
| peewesitions have been developed 
|by publishers themselves which 


oe Oa 


we can sell the year round. 

“T’'ve been in this circulation 
business a long time,’ Mr. 
Blackburn says, “but I was sur- 
prised how this germ of an idea 
grew into a business.” + 


Sales Promotion Execs Elect 

James E. Borendame, director 
of marketing services, Acme Steel 
Co., has been re-elected president 
of the Chicago chapter of the Sales 
Promotion Executives Assn. Other 
officers elected are Robert A. 
Shepard, sales promotion manager, 
central division, Seagram-Distill- 
ers Co., Ist vp; Ralph Cox, man- 
ager of sales promotion, Sinclair 
Refining Co., 2nd vp; Bart Farrell, 
advertising department, Kaiser 
Aluminum & Chemical Sales Inc., 
secretary; John J. Poister, vp, 
Wentzel, Wainwright, Poister & 
Poore, treasurer. 


Advertising managers and agency production men will tell 
you, “It’s Washington for better engravings and fast service.” 
Try us once, and you’ll know they’re right! Wherever you’re located, 
whatever your problems. . . just specify, ‘““Engravings 


from Washington.” We'll do the rest! 


* 
washington . 


118 SOUTH CLINTON STREET 


Skillful, dependable service, always. R.O.P. color, too! 
HOTO ENGRAVING COMPANY 
CHICAGO 46, ILLINOIS 


=| PANY .. 


FRANKLIN 2-6343 
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But Rules 
Are Made 
To Be Broken! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Every rule has an exception—even 
the one that says there’s no such 
thing as a sure thing! Because, here 
is a sure thing: One medium and 
one medium alone sells the biggest 
market of its kind in the entire 
country! The medium? Radio Sta- 
tion WDIA—first station in the area 
to program exclusively to Negroes! 
The market—the 1,237,686 Negroes 
in WDIA’s listening pattern! 


BIGGEST BUYING INCOME! 


Within WDIA’s radius is almost 
one-tenth of the Negro population 
of the entire United States. More 
than the combined Negro popula- 
tion of New York plus Detroit plus 
Cleveland plus St. Louis! 


And it’s not just a big market. 
It’s a healthy, growing market! 
Negroes—who make up 40% of the 
Memphis market—have contribut- 
ed greatly to the steadily prosper- 
ing economy of the Memphis area. 


In a recent 129-city survey, 
Memphis ranked first in ratio of 
total Negro income to total white 
income. Memphis has $28.79 of Ne- 
gro income for every $100 of 
white income. That’s three times 
the average of comparable Negro 
income in Philadelphia . . . almost 
five times the average in New York! 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totalea 
up an overwhelming 52% 
more rating points than the 


next-ranking station! 
Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 141 


Negroes in WDIA’s big listening- 
buying audience spend, on the av- 
erage, 80% of their $616,294,100 
income on consumer goods. Last 
year, Negroes bought 61.3% of all 
the flour sold in Memphis ... 
47.9% of the sugar .. . 52.7% of 
the face powder! 


WDIA’s national advertisers 
clude: BROMO QUININE ... 
COLGATE PALMOLIVE COM- 
. LEVER BROTHERS 
... MILLER’S HIGH LIFE BEER 
- »« » KROGER STORES 
WRIGLEY’S SPEARMINT 
TAYSTEE BREAD. 


These—and scores of other ad- 
vertisers—have found: When sell- 
ing the Memphis Negro market, 
you’ve got a sure thing with WDIA! 
Why not drop us a line today? Let 
us tell you about WDIA’s proof of 
performance in your own line! 


WDIA is represented nationally 
by John E. Pearson Company. 


in- 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 
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Net TV Spending 
Climbed 12.9% in 
First Half: TvB 


(Continued from Page 1) 
dropped from second to seventh 
while Colgate dental cream, Mer- 
cury cars and Bell System dropped 
out entirely. They were replaced by 
Oldsmobile, Old Gold cigarets and 
Bayer aspirin, in that order. Tide 
remained at the top, with Winston 
taking over the No. 2 position. 

The report showed total daytime 
gross billings at $82,204,693 from 
January to June, an 8.6% increase 
over the corresponding period of 
1957. It showed $200,866,756 for 
six months’ 1958 nighttime bill- 
ings, a 14.8% increase. 

Leading product categories for 
the past six months were: 

Food, food products 


Toiletries, toilet goods ............ 49,177,572 
Soaps, cleansers, polishes .... 32,252,286 
Automotive accessories, 
quipment .. 29,696,290 
Smoking materials ............... 29,140,544 
Medicines, proprietary 
di .. 27,693,308 
Household equipment, 
supplies 11,731,131 


AHN 


WINNER—Gustave Ahrenhold, a designer for Leo Burnett Co., Chi- 
cago, won top honors in the Printing Week poster contest with this 
entry. 


‘acan Beats Tim 


Cubs and Sox Love: ( 
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Lamson & Sessions Appoints 

Griswold-Eshleman has been ap- 
pointed to handle advertising for 
Lamson & Sessions, Cleveland, 
manufacturer of industrial fasten- 
ers, effective Jan. 1. The account 
expects to spend nearly $250,000 
annually in a stepped up advertis- 
ing, marketing and merchandising 
campaign. John B. Hickox Inc. is 
the previous agency of record. 


Estimated Expenditures of 


Top 25 Network 


TV Advertisers 


Second Quarter, 1958 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


Estimated gross 

Advertiser time costs 

1. Procter & Gamble ............ $13,057,882 

2. General Motors ............+ 5,763,975 

3. General Foods ...........00+ 5,337,899 

4. Colgate-Palmolive Co. .... 5,299,186 

8. Weer Oi. jncdinoan 5,217,660 

6. Chrysler Corp... 4,344,806 

7. R. J. Reynolds Tobacco Co. 4,169,486 

8. American Home Prod. Corp. 4,121,302 

0, Ge GN Sitscemesction 4,107,370 

10. Bristol-Myers Co. .........0 3,748,943 
20a: DERI SEB vecsiccsnssiescccaine 3,075,520 
12. American Tobacco Co. .... 3,013,044 


WB. Feed Mister Ci... .-...cccccccs.s 2,992,374 
14. Liggett & Myers Tobacco Co. 2,532,264 
15. Pharmaceuticals Inc. ........ 2,484,122 
16. General Mills .................. 2,399,538 
17. Sterling Drug ............0000 2,335,641 
18. Brown & Williamson Tobac- 

co Co. 2,084,982 
eR. Gare Gakic 2,065,500 
20. Eastman Kodak Co. ......... 1,595,492 
21. Radio Corp. of America .... 1,577,354 
BR, Tet DAG, esinitsiciackscceesins 1,482,808 
23. National Dairy Products .. 1,398,693 
24. Standard Brands ............ 1,397,548 
25. General Electric Co. ........ 1,360,289 


Top 25 Brands in Network TV 


Second Quarter, 1958 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


Estimated gross| 13. Eastman Kodak cameras .... 1,066,385 
er Brand time costs | 14. Wisk liquid detergent ........ 1,064,532 
1. Tide $2,162,490} 15. Kent cigarets ..............00 1,007,677 
2. Winston cigarets .......-..000 1,909,594 116. Gleem toothpaste ...........-. 991,526 
3. Anacin 1,888,292 | 17. Geritol 986,702 
4. Chevrolet Cars .........:seceeee 1,803,162 18. Cheer 983,876 
5. Vienray Ggerets sroweneconen VA2ETSF | 19 Cidemobtle COTE cessssesnse 952,590 
ay rit er ee ayo 20. Prudential Insurance .......... 949,199 
Sone gc Vas 9 |2- Pal Mall gers nn 914007 
TI ia etinerentinctliain 1,208,317 | 22. Chesterfield cigorets ........ 906,406 
TO. L & M cigarets ...........eece0ee 1,143,267 | 23. Old Gold cigorets ............ 857,535 
11. Plymouth cars... 1,111,128 | 24. Bayer aspirin... 844,294 
ae | AA ee 1,086 588 | 25. Hit Parade cigarets ............ 831,656 
General Foods Shifts |Montreal Office Opened 
L’ Action Catholique, a Quebec 
3 Agencies’ Brands, City daily, has opened a Montreal 


Will Name New Shop 


(Continued from Page 1) 
new coffee assignments and two 
new products in the Gaines dog 
food line after Jan. 1; it will turn 
over to the new agency the Max- 
well House line of vacuum packed 
ground coffee. B&B will retain the 
Instant Maxwell House account, 
which the company said has grown 
to be the largest individual ac- 
count in GF. The agency also will 
keep Post cereals, the Gaines line 
and the institutional products di- 


office in the 625 Dominion Square 
Bldg. to give better service and 
information to Montreal area ad- 
vertisers and agencies. John Cox 
is the office manager. The newspa- 
per also maintains an office in 
Toronto. 


Wilknit Adds Ralph H. Jones 
Wilknit Hosiery Co. Inc., Green- 
field, O., has added Ralph H. Jones 
Co., Cincinnati, to its agency line- 
up, but also is retaining its present 
agency, Grant, Schwenck & Baker, 
Chicago. Wilknit, which sells 
through house-to-house agents, has 
added a line of lingerie this year, 


Fy ee A TO seal Pact a 
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Marglen Asks 
Court to Enjoin 
Revlon ‘Copying’ 


(Continued from Page 1) 
1956. These negotiations fell 
through. 

Marglen said that in 1957 it in- 
troduced an oval-shaped lipstick 
case and a nail polish formulated 
from 24k gold, among other prod- 
ucts. 

Marglen charged that Mr. Revson 
and Revlon subsequently organized 
the Borghese company to market 
an oval-shaped lipstick case and 
other products copied from the 
Marglen line. It alleged that Rev- 
lon put on the market a nail polish 
which it “falsely” claimed to be 
the first nail polish made from 
gold. 


s The suit seeks an injunction re- 
straining the defendants frorn mar- 
keting alleged replicas of Marglen 
cosmetics. It also seeks an injunc- 
tion restraining Revlon “from ad- 
vertising that its nail polish is 
formulated from 24k gold” and one 
restraining Borghese from “claim- 
ing that its products are derived 
from the beauty formulas of the 
Borghese princesses or that its lip- 
stick case is derived from an Ital- 
ian design or that such case was 
used in Italy prior to its use here.” 

Triple damages from the profits 
obtained from the sale of these 
items also are sought. + 


Bayuk Sets NBC-TV 
Year-Round Sports 
Buy for $1,800,000 


PHILADELPHIA, Aug. 15—Bayuk 
Cigars has purchased a year-’round 
sports package on NBC-TV for 
Phillies cigars. Cost is estimated at 
$1,800,000. 

The purchase, which includes co- 
sponsorship of nine college foot- 
ball games, 22 professional basket- 
ball games, the Sugar Bowl, Senior 
Bowl, National Invitational college 
basketball tournament and the 
NBC-TV baseball schedule, is said 
to be the largest network tv buy 
ever made by a cigar manufac- 
turer. 

Success with regional baseball 
sponsorship this summer led to the 
sports package purchase, the com- 
pany said. About 128 stations will 
be used. 

Phillies will also co-sponsor 
Big 10 football broadcasts on WGN 
Radio, Chicago, this fall. A six- 
months magazine campaign will 
begin in October, with page ads 
scheduled monthly in 11 publica- 
tions, and small space ads will run 
weekly and bi-weekly in 170 news- 
papers, plus 1,000 and 1,500-line 
r.o.p. ads in key areas. 

Feigenbaum & Wermen, Phila- 


delphia, is the agency. + 


= Tov LP, 
ae 


Cloud of Filter 
Claims Obscures 
Battle of Brands 


(Continued from Page 1) 
a matter of policy. 
James Linen, publisher of Time, 
released the following statement 
today to ADVERTISING AGE: 


= “Time’s policy since the begin- 
ning has been never to allow its 
editorial material to be used for 
commercial purposes. BBDO did 
not ask our permission to use our 
name and, on Tuesday, when the 
ad appeared, they were notified 
that they did not have any per- 
mission to include Time in any 
kind of an advertisement and 
were notified that they could not 
run the statement again.” 

At BBDO it was said the agen- 
cy had no comment. 


= The BBDO-Time tiff is ironic, 
in view of the agency’s resigna- 
tion of the Reader’s Digest ac- 
count last year. 

In July, 1957, the Digest pub- 
lished an article, “The Facts Be- 
hind Filter-Tip Cigarets,” in 
which it was asserted that filters 
offered little health protection to 
the smoker. This was followed by 
another article in the August is- 
sue. 

BBDO placed ads promoting the 
article in the July issue, then re- 
signed the $1,250,000 account, 
claiming a “conflict” with Ameri- 
can Tobacco. The agency said res- 
ignation of the account “was the 
only course open to us.” 

It was the Digest article which 


Niagara Therapy 
Sets $750,000 Push 
for Furniture Line 


ADAMSVILLE, Pa., Aug. 14—Ni- 
agara Therapy Corp. will break a 
$750,000 ad campaign in network 
tv and radio and print media next 
month, boosting its new line of 
Cyclo-Massage home and office 
furniture. 

Niagara has signed for partici- 
pating spot commercials to start 
Sept. 11 on the “Today” and the 
“Jack Paar” shows (NBC-TV). On 
network radio, the company will 
sponsor 15-minute segments of 
“Arthur Godfrey Time” (CBS), 
and “Don McNeill’s Breakfast 
Club” over ABC. 

Page ads in color will be used in 
October issues of Better Homes & 
Gardens, Good Housekeeping, 
House Beautiful and House & 
Garden. Also scheduled are color 
pages in national business publica- 
tions, including Banking, Dun’s 
Review, Financial World, Forbes 
and the Magazine of Wall Street. 

Supporting the national drive 
will be co-op newspaper ads in 200 
cities, plus page and 1,000-line ads 
in October Sunday supplements in 
key markets, including the New 
York Daily News, Chicago Trib- 
une and Philadelphia Inquirer. 


® Outside the U. S., Niagara will 
use extensive advertising in con- 
sumer and farm publications in 
Canada, with ads scheduled in Ca- 
nadian Homes & Gardens, Chate- 
laine, Star Weekly and other pub- 
lications. In Mexico, the company 
will use various Spanish language 
publications, including the Spanish 
language edition of Redder’s Digest 
and the Latin-American edition of 
Time International. 

Sales of the company’s Cyclo- 
Massage products last year were 
$25,000,000, with $35,000,000 in re- 
tail sales expected for 1958. 

George L. Mallis Inc., Philadel- 
phia, is the agency. + 
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|gave Kent its big push in the cig- 
|aret market. Kent, with its new 
| filter, was ranked most effective 
jamong all leading filter brands in 
removing tars and nicotine. The 
Digest article characterized Hit 
Parade as one of the filters which 
“rank highest in both tar and nic- 
otine.” It said that smokers switch- 
ing from Luckies to Hit Parade 
got “15% more tar, 33% more 
nicotine.” 


= Kent became the fastest grow- 
ing brand in the cigaret market, 
and its success soon led competi- 
tors into a new “filter war,” with 
everyone claiming greater effica- 
cy in filtering tars and nicotine. 

Hit Parade changed its filter 
and now claims to have the edge 
on Kent in removing nicotine and 
tar content. However, Kent ads 
running this week boast: “In 
Kent... you get less tars and nic- 
otine than in any other leading fil- 
ter cigaret in America.” 

Marlboro copy now features the 
headline, “New improved Marl- 
boro filter.” Copy goes on to point 
out that the new filter “does not 
disturb the famous Marlboro fla- 
vor.” 

American Tobacco has gone one 
step further by bringing out Tar- 
eyton with a “dual filter.” 

Liggett & Myers has newspaper 
headlines and television and radio 
commercials resounding with the 
phrase, “They said it couldn’t be 
done.” What couldn’t be done is to 
produce an improved filter with 
more taste. “They said it couldn’t 
be done, but L&M did it.” 


® Looking on with some amuse- 
ment at these shenanigans is the 
market’s top-selling filter, R. J. 
Reynolds’ Winston, which has not 
joined the “improved filter” 
bandwagon. 

Meanwhile, among the regulars, 
Lucky Strike has switched to a 
new anti-filter theme, “Get the 
honest taste of a Lucky Strike.” 

And American Tobacco’s other 
brand, Pall Mall, whose “greater 
length of fine tobaccos filters the 
smoke,” points out, “No flat ‘fil- 
tered-out’ flavor” and “You can 
light either end.” 

In any case, the entire filter 
controversy has had one definite 
result—more advertising. # 


McGraw-Hill Shifts Two 

Walter Klein, Atlantic district 
manager of Power, will become At- 
lantic district manager of Electri- 
cal World Sept. 1. He succeeds the 
late Nicholas Palmer. Gene W. 
Simpson, now on the sales staff of 
Electrical West, will succeed Mr. 
Klein on Power. All are McGraw- 
Hill publications. 
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DUAL PURPOSE SOFA 
oh Potente 
NIAGARA CYCLO- MASSAGE” 


CYCLO-SOFA—This and other ads 

boosting a new line of home and 

office furniture with built-in Cy- 

clo-Massage units will appear this 

Fall in newspapers in 200 cities for 

dealers and the maker, Niagara 
Therapy Corp. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 
two lines for box number. Closing deadline: Copy in written form in 


line. Add 
ne ff 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 


publication date. Display classified 


takes card rate of $17.75 per column 


h, « card discounts, size and frequency apply. 


_ AVERAGE PAID CIRCULAT 
_ 6 MONTHS ENDING DEC. 


HELP WANTED 


1ON FOR. 
31, 1957 


40,429 


HELP WANTED 


CREATIVE WRITER for preparation of 
folders, booklets, other p-o-p material, 
mailers, house organs. Mfr. nationally 
known in its field, located in pleasant 
midwest community of 11,000, is expand- 
ing promotion program. If you are under | 
30, looking for opportunity to grow with | 
& progressive company, write in full 
Send samples (all will be returned). 
State salary requirements. 
Box 1725, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


CAN YOU WEAR 2? HATS? 
Successful national trade magazine pub- 
lished in Los Angeles needs competent 
salesman with versatility to handle 
make-up, production and assist with edi- 


POSITIONS WANTED 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and package. 
Worked in agcy. engrav. print and publ. 
Box 1747, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


Advertising Age, August 18, 1958 


BUSINESS OPPORTUNITIES 


! 
| Representative to sell advertising in mid- 
| west for recognized ABC technical publi- 
| eation. Extensive travel, but must locate 
Chicago. Salary, expenses, and bonus. 
Box 1752, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


SPACE SALESMAN 


Young newspaper space salesman, 
Advertising Degree, seeks full 
time position with consumer or 
trade publication. Available for 
New York interview week of 
August 25th. Resume on request. 
Box 1743, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


CREATIVE ART DIRECTOR 
Would prefer smaller agency, where su- 
pervisory ability as well as art direction 
is important. Available now. $10,000. 

Box 1749, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


torial. Some travel. Salary, dest ex- 
pense account, incentive opportunity. A 


| nice job for a nice guy who can sell and 


loves people and magazines. Our folks 
know about this ad. 
Box 27 R 81, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now'!! 
202 S. State St., Suite 1302-4 


ADVERTISING MANAGER 
Organic Chemical Manufacturer in sub- 
urban New York too small for large 
agency, too specialized for small agency, 
wants young chemist who knows adver- 
tising or young AE who knows chemistry 
to handle advertising and PR. Give full 
details, including chemistry courses and 
salary requirements 

Box 1745, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
MOLENE 

Public Relations 
.vdvg. Managers 
‘ Production... Service 
“All is grist, which comes te our mill” 
Andover 53-4424, 105 W. Adams St., Chge 3 

EAGER BEAVER SPACE SALESMAN 
Attractive opportunity for young man 
willing to WORK on two merchandising 
trade publications. New York-New Jersey 
area. Some space selling experience de- 
sirable but not a “must.” Excellent fu- 


ure. 
Box 1746, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


Creative Account Executive 
for Connecticut Agency 


This medium-small but highly success- 
ful 4A agency in Hartford is seeking 
another able associate. Trade and con- 
sumer copy, sales promotion experi- 
ence required. Equally capable on con- 
tact. No job for an amateur or special- 
ist but a superb opportunity for an 
all-around adman with a flair for copy, 
more than a passing knowledge of 
sales promotion and merchandising, 
and a liking for clients. Healthy start- 
ing salary, profit sharing, group insur- 
ance—and a chance for rapid and 
substantial increases if you measure 
up to our standards and requirements. || 
Tell us all about yourself. Replies con- || 
fidential. 
GRACEMAN ADVERTISING, INC. 
983 Main Street — Hartford, Conn. 


The Midwest's 
A ot, i, 7 . 


service for Adv. * Art & 
allied fields. 
By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntrai 6-5670 


PUBLISHER NEEDS 
AD MANAGER 


Because the present chief is 
moving up, we have an un- 
equalled opening for a young 
man with the leading organ- 
ization of its field in the world. 
Must know all fundamentals 
—copy, production, layout, 
printing, and media. This is a 
genuine growth opportunity 
with a good starting salary 
and full company benefits. 
Previous experience in the 
educational or publishing field 
not a requisite, but an adver- 
tising and production back- 
ground is. College graduate 
28 to 32 preferred. Man se- 
lected must work closely with 
sales management. Will have 
full support of leading ad 
agency. If you want to rise, 
write! And sell yourself as 
you've never sold before. Box 
215, Advertising Age, 200 E. 
Illinois St., Chicago 11, IIL. 


SPACE SALESMAN 

Space salesman wanted by business mag- 
azine that has led all monthlies in adver- 
tising gain for two years. This is a top 
position for a successful experienced 
man who will work from our New York 
office. Salary open based on record and 
experience. Write or wire E. R. Gauley, 
Publisher, CONSULTING ENGINEER, 
Reom 512, 141 E. 44th, New York, Oxford 
73-9677 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 BE. Ohie St., Chicago, Sa 77-2255 
AGENCY RESEARCH HEAD 
Fast growing Southeastern agency needs 
down to earth man to head new depart- 
ment. Provide sound media _ research 
facts to media department. Basic re- 
search for client and prospect plans. Also 
supervise outside sources on consumer 
research. Profit sharing and other bene- 
fits. If you're an assistant who's ready to 
step up or an experienced top man look- 
ing for more latitude, write, including 
salary and other pertinent information, 

to: 


President 
Henderson Advertising Agency, Ine. 
P. 0. Bex 1700 
Greenville, South Carolina 
TV WRITER-PRODUCER 
Immediate opening in Michigan Avenue, 
4A agency for experienced television 
writer with good retail background. Must 
be experienced in live studio production. 
Our employees know of this ad. 
Box 1758, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PR freelancer, capable, wanted for spot 
jobs in NYC by midwest agency. Must 
supply references. 
Box 1760, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING 
ART DIRECTOR 


with agency experience. 4-A Agency 
needs good idea man who will do 
roughs through comprehensives, art 
direct own accounts and do some 
client contact. Diversified national 
and industrial accounts—all media. 
Send résumé stating age, experience 
and expected salary. All applica- 
tions confidential. Do not send 
samples at present. 
Box 206, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING AGENCIES 
Interested in South America’s rich- 
est market? Reputable agency based 
in Caracas, Venezuela, with $3,000,- 
000 billings, operated by American 
management offers advertising and 
PR services to U.S. agencies. Ad- 
dress correspondence to Reynolds- 
Nash Publicidad, Apartado 2797, 
Caracas, Venezuela. 


SALES PUBLICATION 
Need a sales publication for your sales- 
men, your dealers, dealer salesmen or 
trade association membership? We can 
do the entire job for you from start to 
finish as simple or elaborate as you wish. 
Write for details and samples. 

Enterprise Publications, 11 N. Wacker 
Drive, Chicago 6, Iilinois. 


ART DIRECTOR 
$20,000 


Must possess solid background in all 
agency art phases relating to print 
media and collateral material. Should 
have strong history in consumer prod- 
ucts, both soft and hard lines. Must 
be capable supervisor and administra- 
tor. If qualified, contact me in con- 
fidence. 


George E. Pylkas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. » Chicago « WA 2-4800 


PR/ADV MANAGER, 14 yrs varied writ- 
ing & adm exp, wants WORK, challenge 
& resp. Now empl; age 34. 
Box 178, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ACCOUNT EXECUTIVE 
9 years experience, over 5 with agency 
as AE on farm and industrial accounts. 
Strong creative ability plus knowledge of 
marketing, research and merchandising. 
Age 35, married, will relocate anywhere. 
Resume sent immediately to all replies. 
Box 1750, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FARM WRITER—Seeks challenge in farm 
publ. or adv. field. Have edited ext. & 
int. hse. organs, promotional lit. Ex- 
farmer with national level publicity, P.R. 
exp. Degree in tech. agric., journ. 
Box 1751, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


For Sale: Late Model Copywriter 
Male, young. Previous elderly owner 


used his ideas only on rainy days. Plenty | 


of mileage left. Complete with self- 
starter. Inspection invited, Chicago deal- 


ers 
Box 1755, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
I DARE YOU TO HIRE ME! 
If you still believe in original ideas that 
sell, I am your man. No false, or foolish 
claims, just confidence gained through 
experience and knowledge of people. All 
of my training has been concentrated on 
developing an advertising and _ sales 
sense. Let me prove this. 
Box 1757, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
10 yrs. experience in promotion and ad- 
vertising plus advertising sales. Creative, 
good organizer, can get a job done. Avail- 
able immediately. 
Box 1756, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 
Creative, hard-hitting, persistent, N. Y. 
Based. 16 yrs. experience Top Business 
Publications. Interview, please? 
Box 1717, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
AD DIRECTOR 
It all adds up to real know-how. 3 yrs as 
Ad Mgr. + 6 yrs. agency experience with 
solid consumer product marketing suc- 
cesses. 
Box 1759, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING ACCOUNT EXECUTIVE 


Need well qualified man with previous 
agency experience as account execu- 
tive, preferably in industrials. Between 
30-40. Must be able to demonstrate 
strong creative leadership. This is an 
above average opportunity with a fast 
growing agency. Please submit résumé 
outlining experience. Our men know of 
this ad. Box 211, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois. 


MKTG. VP. major agency. 
Must qualify as all-around 
mktg. man 1958 style, espe- 
cially pkg. goods. Agency 
exp. helpful but may 
come from mfr. Sls. mgmt. 


exp. not enough. te $50M 
RESEARCH DIR., important 

agency. Fringes add 30%. to $18M+ 
RESEARCH, agency. Psych. $10M 

M.A. with ‘‘experimental +25% 

design’’ background. fringes 


GLADER CORPORATIO 


Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


AFFILIATION WANTED 
with NATIONAL AGENCY 


4A Agency in Dallas is interested in 
affiliating with national agency need- 
ing service for national accounts in 
the Southwest and interested in de- 
veloping business in this fast-growing 
area. 25 years successful operation, 
financially sound, good reputation. 


Box 210, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


York 17, New York. 


EXCLUSIVE FRANCHISE AVAILABLE 


One of America’s leading magazine and book publishers now issues a 
monthly service which is much in demand by sales organizations of all 
kinds. Exclusive sales franchise available in Atlanta, Boston, Chicago, 
Cleveland, Dallas, Detroit, Los Angeles, New York, Portland, St. Louis. 
No franchise payment required but successful applicants must be able to 
finance own sales operation in territory assigned. All promotional material 
furnished by publisher. This is an extremely fine opportunity for unlim- 
ited earnings and association with the country’s leading sales and marketing 
executives. Personal and business experience plus bank reference requested 
of each applicant. Box 209, Advertising 


Age, 480 Ave., New 


We make color postcards or catalog 
sheets from your Kodaceoler or type “C” 
prints. Samples available. Representatives 
wanted. Skokie Colorgraph, Morten 
Grove, tll. OR. 4-7400 


REPRESENTATIVES AVAILABLE 


WELL ESTABLISHED REP. BASED 
N.Y.C. wishes to represent trade pub. or 
sports athletic or sports equip. pubis. 
comm. basis. excellent record, top con- 
tacts, college, mature thinker, send re- 
cent issue. 

Box 1646, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
NEED A COMPETENT ADVERTISING 

REPRESENTATIVE IN THE EAST? 
Well regarded publishers representative 
with fine sales record for a leading tech- 
nical journal available on part time, 
commission basis. Desires vertical publi- 
cation with high editorial standards. 

Box 1753, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

PUBLISHERS REPRESENTATIVE 
North and South Carolinas and Virginia, 
also Texas and Oklahoma and Arkansas. 
Personal coverage. Friendly 
relationships with advertisers and 
advertising agencies. Selling Space from 
South Carolina has specific advantages 
in the South. Offer Publishers 
penetration and hard work. 


Harry Becker. 68B Broad Street 
Charleston, 8.C. Telephone RA 3-4987 


ACCOUNT EXECUTIVE OFFERS 
broad experience handling major indus- 
trial accounts. Now supervising one-mil- 
lion program. Strong in creative planning 
and follow-through. Engineering back- 
ground. Will relocate. 

Box 213, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIinois 


FREE CATALOG 
Contains hundreds of businesses, farms 
and income properties throughout U.S., 
Canada. Specify type and location de- 
sired. Deal direct with owners. U.!. 
Buyers Digest, 1608 Hillhurst, Dept. AA, 
Los Angeles 27, Calif. 


WANTED—Buyer with advertising know- 
how for offset weekly newspaper exclu- 
sive in area size of Delaware in Western 
Colorado. Good shop help. Excellent cli- 
mate, fine hunting, fishing skiing. $12,- 
000 dewn. 
Box 1702, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, linois 
GO INTO GREECE 
And find a receptive market for your 
goods by advertising in the widely read 
Greek Press. For complete coverage and 
specialized advice ask for our Overseas 
Press Annual. $2. 
Consult: 
Publishing & Distributing Co., Ltd. 
177, Regent Street, London, W.I1. 


FOR SALE—30 yr old publication cover- 
ing major mfg industry. Net revenues 
average $50,000 yearly during last 10 
years. Current costs about $1,000 an issue. 
$20,000 cash and assume $13,500 note due 
December to former printers. They will 
renegotiate with new owner and probably 
take substantially less for cash settle- 
ment. Or will write off part and extend 
note as they want to stick to printing. 
Real opportunity. 
Box 1754, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TRADE PUBLICATION 
For sale. Profitable weekly in basic in- 
dustry. Growth every year. Top adver- 
tisers. Authority in its field. Excellent 
potential. $350,000 cash. Principals only, 
please. C. K. Feinberg, Publications Bro- 
ker, Box 1036, Newark, N.J. 


MISCELLANEOUS 


FREE! Writer’s Market List! 
If you're interested in writing fiction or 
articles for leading magazines, or 
publishers, Daniel S. Mead, Prominent 
literary agent, has prepared a catalogue 
of markets which is a “must” item. For 
free copy write: Daniel 8S. Mead, 915 
Broadway, Dept. AA, N.Y. 10, N.Y. 

EXCEPTIONAL BUY 

Without question the best home buy on 
the North Shore. California contemporary, 
located on 1% acres of heavily wooded 
land just west of Deerfield ...ad people's 
country. Four bedrooms, two baths, large 
“island” type kitchen with built-in oven, 
range and dishwasher. Huge Crab Or- 
ehard stone fireplace, in a beautifully 
clear cyprus paneled living room. The 
dining room is paneled, too. Many other 
features that make this home perfect in 
every detail for completely leisurely fam- 
ily living. Only because owner is being 
transferred to New York is this home 
available. Priced in the low forties. Buy- 
er will also get all the drapes and the 
carpeting in the master bedroom. 
For an appointment, Call WINDSOR 
5-4294, Deerfield, Il. 


MEDIA BUYER $6,000-$7,500 
Chicago agency seeks #2 man for media 
department. Good background in consum- 
er, business and trade publications. 
Phone in confidence. 
George E. Pyikas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. - Chicago - WA 2-4800 


Interested in the 
Advertising Agency Networks? 


Just-published International Directory of Mem- 
Networks tells you 
where members are, where franchises are 
open, what to do to join, who to contact for 
information. Profile Chart of each network 
included free. By leading authority on agency 
networks movement. First copy, $3; addi- 
tional copies, $2 each. Postpaid. Send check. 


W. H. LONG, CONSULTANT 
5347 N. Santa Monica Milwaukee 17, Wis. 


BIG ART BARGAIN 
INTRODUCTORY OFFER, $5.00 
A limited time offer to new customers. 
An original cartoon drawn to your layout 
& specifications. Try my ‘Art by Mail’ 
service. Pay after receiving art. 
Bill Venable Art 
915 W. Hazelhurst Detroit 20, Mich. 


Fine, Fast, Fairly Priced Photography 


pics 


wncorporaled 
Photographers 


DEARBORN 2-1062 
167 NORTH LASALLE STREET, CHICAGO 1. ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PREMIUM SALES REPRESENTATIVES 
Nationally famous brand of quality 
cutlery and tableware offers unusual 
opportunity for representatives with 
established followings in premium, 
industrial and specialty fields. Long 
ine, wide range. Self-liquidators 
executive gifts, trade stimulators. 
Sound programming. Generous com- 
mission on original and repeat or- 
ders. Write Sales Manager, Carvel 
Hall Cutlery, Crisfield, Md. 


YOUNG ADVERTISING 
EXECUTIVE 
Opportunity for man with all-around 
agency experience. Immediate duties 
account service and new business with 
management future. AAAA agency, 

East-Central location. 


Box 212, Advertising Age 
200 E. lilinois St., Chicago 11, Illinois 


WANTED—PUBLICATION 
TAX LOSSES 


Consumer or business paper. Preferably 2 
or 3 year accumulated. Must be going busi- 
nesses. No shells. in excess of $400,000 
to $2,000,000. Inquiries in legal confi- 
dence. Box 214, Advertising Age, 480 
Lexington Ave., New York 17, New York. 


SCREEN PROCESSED 


24 SHEET POSTERS 


S TO 300 QUANTITY 


Top Quality Silk Screen Print- 
ing of 24 Sheet Posters. 
Sketches Furnished FREE on 
Request. Write for additional 
information and quotations. 


CONTINENTAL DISPLAY ADV. CO. 


1411 WYANDOTTE, KANSAS CITY, MO 


Want News? 
information ? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one readin 
service is 


room. Staff of 250. Our 
ROMPT . . . THOROUGH. 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 


14 E, Jackson Bivd., r,t 4, il, 
Phone WAbash 2-5371 enmmmm 


LIFE on... 
Chicago’s North Shore 


We have heard that up-and-coming 
oung admen can benefit greatly 
mm close social contact with clients 
and prospects. What better way is 
there to do this than to live in the 
same community, ride the same 
trains, attend the same civic meet- 
ings? In the Chicago area the re- 
nowned North Shore has the great- 
est concentration of top manage- 
ment and advertising executives. 
We are specialists in North Shore 
real estate. If you are interested in 
this select area now or 


TON-NORTH SHORE 


SINCE 1923 


REAL ESTATE BOARD 
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Advertising Age, August 18, 1958 


Farm Publication Advertising by Classes 
(First Six Months 1958 and 1957) 


Source: Farm Publications Reports 


Jan.-June Jan.-June Jan.-June Jan.-June 
1958 1957 1958 1957 
te oe gS Oe Te $14,416,845 $14,630,540 | Miscellaneous ...0....0.......ccccccceeeeee 175,406 218,530 
General & Industrial Equipment .... 495,982 596,895 
Irrigation Systems, Equipment & Supplies 338,753 mEGG, TOS | GAS, DU, BEC. ini... ncccccccccscscccessccsese 1,031,811 1,156,750 
Farm & Crop Equipment ................ 3,171,133 2,188,069 
Woatenny QIN iin ee shins. 1,960,950 2,264,660 | HOUSEHOLD EQUIPMENT & SUPPLIES 898,472 1,243,439 
Dairy, Poultry & Livestock Equipment 1,025,580 944,997 | Major Appliances .............cccccceeeees 656,474 935,652 
Dairy, Poultry & Livestock Feed ........ 1,665,341 2,024,631 | Minor Appliances 2.0.0.0... 241,998 307,787 
Dairy, Poultry & Livestock Health . 
Products & Services ...........cccccc0 1,920,276 2,005,957 | HOUSEHOLD FURNISHINGS ............ 156,534 257,547 

Agricultural Chemicols & Fertilizers 2,517,688 2,705,232 
NER Dh FOS ROUT 59,306 52,010 | INSURANCE & FINANCE ............... ‘ 483,795 464,722 
Seeds, Bulbs & Plants .............cccc00000 834,354 796,768 
Miscellaneous 373,482 495,217 | JEWELRY & OPTICAL SUPPLIES ........ 30,754 36,826 
AUTOMOTIVE 00.0... cccccecessene pies 3,431,069 3,377,607 | OFFICE EQUIPMENT, ETC. ................ 9,975 4,608 
Corre: Gi RID ciicanstbicobcsccnstinsivesecesentd 513,142 620,194 
Vout, IG TOUS -cdasecnselssdsbipdveveecenss 1,363,257 1,244,183 | PUBLIC RELATIONS. ..............0000.. 22,278 78,236 
Industrial & Garden Tractors ............ 110,140 73,651 
VOPR Se IND : crctikninicrcrensscabbeiecsoance 855,375 806,472 | PUBLISHING & MEDIA ..........0.000.. 292,060 173,052 
Accessories & Equipment 589,155 633,107 

Te BE UICIOD  ccnccchsnssecccszcscccsscses 37,442 42,133 
TIE yceesiseptintbtbehaicdinsccncothcctnsasa 239 6,100 

RADIOS & MUSICAL INSTRUMENTS 29,484 90,350 
Ne Oe IN asi cscccdbectscssscesdusiecbindcuccs 5,630 7,793 

RETAIL & MAIL ORDER HOUSES .... 423,177 531,159 
COS TRUICTING csssstccscstscsivvesinvinsesse 1,505,157 1,855,079 
Building Materials ..............ccccc00c0 859,485 1,118,039 | SMOKING SUPPLIBS ...........00000000.0.. 271,777 411,460 
Major Systems & Appliances ............ 203,067 230,544 
Fencing 258,740 328,841 | SOAPS, DETERGENTS, CLEANSERS & 
Paints & Varnishes .............ccccccee-e 183,865 177,655 POLISHES eo 172,466 131,426 
CPE 5 sdscersctipiglintnmgiieatisn manne 196,631 232,231 | SPORTING GOODS & TOYS ............ 110,983 95,512 
DRINKS & SWEETS 200000.....ccccceeeeeeees 80,944 78,277 | TRAVEL & RESORTS ..0......ccccccccccce 159,199 169,437 

IID Seicimipssinseercessscovesseennssion 150,076 159,075 
SERVICES & COOPERATIVES ............ 633,698 806,220 | Accommodations ............c:sssessesssese 9,123 10,362 
DRUG & TOILET PRODUCTS ............ 952,724 1,389,838 | MISCELLANEOUS ............:0.:scsccsssseeen 95,074 82,206 
Cosmetics & Health .............ccccesceeeeees 267,063 330,611 
IEEE: signindiaiitiseinsirtniememenansiaeatis 685,661 1,059 227 TOTAL C BEND ncrssinnviguieinian 26,494,019 28,718,803 
SOUT INTIIOT . ccicvesceacscctsssvssiniconias 4,811 7,777 | POULTRY DISPLAY ..........cccccceseceesesees 523,924 510,505 
FOOD & FOOD PRODUCTS ............. 1,040,990 1,358,478 | LIVESTOCK 186,285 189,877 
CaN eadatessdsttis torsactnssicpnssorengannnct 485,320 726,965 | CLASSIFIED 645,156 643,751 
Canned & Packaged Foods .............. 274,211 308,926 
DARIIE: :saceirssicacsrequanictiosiclembsties 106,053 104,057 TS eee $27,849,384 $30,062,936 
Rumrill Names 3 Execs DMAA Releases Postal Report ; Hayhurst Gets Canadian Case 
in Utica Division Direct Mail Advertising Assn.| F. H. Hayhurst Co., Toronto 


Rumrill Co., Rochester, N.Y., has 
made three executive appointments 
in its Utica division. They are Lyle 
B. Reigler, gener- 
al manager of the 
Utica division 
and a Rumrill vp; 
Harry T. Duffy, 
director of crea- 
tive services and 
a vp, and Jay P. 


Stewart, art di- 
rector. 
Mr. Reigler, 


with Moser & 
Cotins since 1923, 
was vp and treas- 
urer when the agency merged with 
Rumrill last year. Mr. Duffy, for- 


= 


Lyle Reigler 


Jay P. Stewart 


Harry Duffy 


merly an account executive, has 
been with the agency since 1937. 
Mr. Stewart has been with the 
agency 13 years. 


Leo Burnett Names Two 

Leo Burnett Co., Chicago, has 
appointed Wayne Jervis Jr. a vp 
and marketing supervisor and 
Charles T. Weeks director of trade 
relations. Mr. Jervis formerly was 
associate director of marketing 
services and a member of the 
plans board of McCann-Erickson, 
Chicago. Mr. Weeks formerly was 
merchandising director and a 
member of the plans board of 
Gardner Advertising Co., St. Louis. 


Inc., New York, has released “A 
Report on the Impact of New 
Postage Rates.” The pamphlet, 
|written by Henry Hoke, editor, 
|The Reporter of Direct Mail Ad- 
| vertising, consists of three parts: 
|Possible impact of new rates on 
idirect mail picture; what to do 
about new postage rates; and a 
chart of new postage rates. 


and Montreal, has been appointed 
advertising counsel for Canada for 
J. I. Case Co., manufacturer of 
agricultural equipment. 


WRCV Appoints Johnson 

Lewis P. Johnson, formerly gen- 
eral sales manager of WVUE, Wil- 
mington, has joined WRCV, Phil- 
adelphia, as sales manager. 


| 
| 


A Technique 
for Producing 


Where do the mone 

ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales compaigns 
and businesses? 


James Webb Young, one of 
the highest paid idea men in 
the sivertiding business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but will remember the rest 
of your life. 


In the simplest and clearest 
of | age Mr. Young has suc- 
ceed in describing the way 
the mind works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 


motor cars are produced. 


professors and students, poets, 
advertising men, salesmen and 

iness executives who have 
read it. Send for your copy of 
A TECHNIQUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 


200 E. ILLINOIS ST. 
AGE = cucsco 1, we 


Worsted-Tex Plans TV Drive 
for New Men’‘s Suits 

House of Worsted-Tex, Phila- 
delphia, will introduce its new 
wool-Dynel “self-pressing” men’s 
suits in the northern California 
market with tv advertising start- 
ing Oct. 6. Two one-minute par- 
ticipations per night for four 
weeks will use local announcers 
on tv stations KRON-TV and 
KPIX, San Francisco, to demon- 
strate the suits, which are tailored 
of spun wool fortified with Union 
Carbide Chemicals Co.’s acrylic 
fibre, Dynel. Local store credits 
will be given to the Roos-Atkins 
men’s specialty chain which will 
supplement the participations with 
newspaper advertising in the 
northern California area. 

The men’s suits, to be known 
as D-30-SPS or 30% Dynel “self- 
pressing” suits, will be introduced 
by retail stores in approximately 
200 additional markets during the 
remainder of the year. Peck Ad- 
vertising Agency services the 
Worsted-Tex account. 


75 


Franklin Named Copy Head 
of Zimmer-McClaskey Agency 

Robert E. Franklin has joined 
the staff of Zimmer-McClaskey 
Advertising 
Agency, Louis- 
ville, as director 
of copy. 

Mr. Franklin 
formerly was a 
copywriter and 
supervisor with 
Henri, Hurst & 
McDonald, Chi- 
cago, and held 
similar posts 
with McCann- 
Erickson and 
Batten, Barton, Durstine & Osborn 
in Cleveland. 


Robert Franklin 


SOSSSOSSCOCSOSSSOEOSCOSOOEESE 
> MAKE 'EM LAUGH! 

@ Friendly prospects buy quicker. Make 
@ yours laugh with the “Let's Have Better 
@ Mottoes” monthly mailings. Unusual — 
@ effective — economical — exclusive. Write 
@ for details on your business letterhead. 
: FREDERICK E. GYMER 

2123 E. 9th St., Cleveland 15, O. 
eeeeeeeeeeeeeeeeeeeeeee 


He WANTED a 


TOP NOTCH AD MAN 


... and got replies 
from 43 applicants! 


Total cost? Only $13.75 for the single 
classified ad in Ad Age. 


It’s almost too good to be true — the ease with which 
you can hire good men through the Advertising Market 


Place in Ad Age. 


And, of course, it works both ways. No matter which 
side of the fence you’re on—buying or selling—use the 
Advertising Market Place for quick, low cost results! 


For each week’s issue of Ad Age is read by almost 150,000 
key advertising, selling and marketing executives. And 
The Advertising Market Place is one of the best-read 
pages in best-read Advertising Age! 


Use this handy coupon to mail your classified ad today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
_ per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates; take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 
My Name 
Street a 
City 1____State 


Clip and mail 


this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, lilinois 
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Proposed Rules — 
for Highway Ads 
Ban Brand Names 


(Continued from Page 1) 

the minimum standard for any) 
state which wishes to enter into a) 
billboard control agreement. 

“If the state takes action, it gets 
a bonus equal to one half of 1% of 
the cost of the highway,” the Sec- | 
retary pointed out. “But if it does 
not want to enter into an agree-| 
ment, it foregoes the extra one half | 
of 1% and there is nothing that) 
the federal government can do! 
about billboards on that portion | 
of the system,” the Secretary ex- | 
plained. | 


s If all states entered into bill-| 
board control plans, Secretary | 
Weeks estimates regulations like 
those he is drafting—or perhaps 
more stringent ones, if the state 
wishes—would apply to roughly 
70% of the highway mileage that 
is to be built under the federal 
program. Under the law, the re- 
mainder, which includes roadways 
already in existence or right-of- 
way passing through industrial or 
commercially zoned areas—un- 
doubtedly the most heavily trav- 
eled sectors—would not be cov- 
ered by the federal billboard 
control standard. 

While some committee members 
expressed dismay at the Secre- 
tary’s crackdown on brand name 
ads, the majority seemed to shrink 
away from further intervention 
by the committee itself. Sen. 
Thomas H. Kuchel (R., Cal.) not- 
ed that Congress is getting ready 
to go home. He said the law gave 
the Commerce Department re- 
sponsibility for drafting the 
standards. “It is not the responsi- 
bility of Congress to write them. 
If one rule is arbitrary, then the 
courthouse down the street is 
available.” 

Similarly, Sen. Francis Case (R., 
S.D.) observed that the drafting 
of rules was an exceedingly diffi- 
cult problem. He expressed fear 
that further congressional inter- 
vention would delay the adoption 
of standards so long that state 
legislatures would not have time 
to implement them with state bill- 
board control laws when they 
meet in January. 


= According to Secretary Weeks, 
the “information centers” would 
be built by state highway depart- 
ments at appropriate intervals 
throughout the system. Large sign 
panels at information centers 
might be built by outdoor adver- 
tising companies which would sell 
space on the panel to any business 
located within 12 miles of the site. 
Secretary Weeks said his standard 
will specify the size of the signs 
and that there will be no brand 
name advertising except as the 
brand name may appear on the 
title of the activity or as it is 
needed to describe the business 
carried on on the premises. There 
will be no moving signs, and if 
they are illuminated, they will be 
illuminated only with white lines, 
he said. 

Where there are no information 
centers within 12 miles of a busi- 
ness, individual signs will be al- 
loved adjacent to the right of way 
and within the 660 foot protected 
area, he said. He also said the 
current draft of the rules is in 
terms of a 50 to 70 sq. ft. size 
limitation, compared with the 
8x19% foot dimension of a stand- 
ard 24-sheet poster. Where individ- 
ual signs are permitted the deal 
would be negotiated between the 
advertiser and the person who 
controls the land adjoining the 
highway, but the same _ rules 
would apply as at information 


imiles from an information center. 


lsued dealing with signs advertis- 


centers—advertising only by busi- 
nesses operated along the system, 
the ban on brand name advertis- 
ing and the limitations on moving 
signs and lighting. 


® In addition, the standards con- 
template strict limits on the num- 
ber of signs outside information 
centers. None would be allowed 
within two miles of an inter- 
change. About six would be au- 
thorized in a zone two to five 
miles from an interchange and the 
limit would be one to a mile in the 
area beyond five miles from an 
interchange and more than 12 


In addition to businesses actu- 
ally located within 12 miles of the 
highway, the billboard law speci- 
fied that standards shall provide 
for “signs that carry information 
for the traveler.” As outlined to 
the committee, no rules will be is- 


ing historic places owned by non- 
profit organizations or scenic 
areas. 

Under the “interest to the trav- 
eling public” clause, provision 
will be made for advertising at 
information centers or along the 
road by business dealing in food, 
lodging and auto repairs and 
maintenance, even though they 
may be beyond the 12-mile limit. 


= Challenged to justify the ban 
on brand name advertising, Fred- 
erick Nash, general counsel of the 
Department of Commerce, con- 
tended that advertising of this 
type would violate the billboard 
control law “because the law al- 
lows advertising only for activities 
within 12 miles of the highway.” 

Sen. Roman L. Hruska (R., 
Neb.) wanted to know, “If it is a 
can of Pepsodent toothpaste that 
is sold within six miles of the 
highway, isn’t that of interest to 
the traveling public.” 

Mr. Nash answered, “I think 
the sale of toothpaste is important 
to the traveling public, but the 
advertising of brand names .:. .” 

He was interrupted by Sen. 
Hruska who exclaimed, “But 
somebody who likes Pepsodent or 
Ipana is not interested in brand 
names?” 

Renewing the exchange, Sen. 
Hruska demanded to know, “May- 
be they like Dodge or Chevrolet. 
Don’t you think that is of interest 
to the public?” He was cut off by 
Secretary Weeks, who snapped, 
“I think probably that we are in- 
terested in controlling the outdoor 
advertising on interstate high- 
ways.” 


s Before withdrawing, Sen. Hrus- 
ka demanded, “Are regulation and 
prohibition synonymous in your 
interpretations and _ construction 
of the definition of these terms?” 

At another point, Sen. Hruska 
expressed surprise that the Com- 
merce Department limited the 
category “of interest to the travel- 
ing public’ to businesses con- 


LOOK-ALIKES—“The makeup man. 


Go BOWE R sive wai 


kad aoe ti i 


.. Was sure asleep at the switch,” 


says an Advertising Age reader about these ads on facing pages in 


the Aug. 4 Oil 


& Gas Journal. 


business would easily outbid small 
ones if there are more advertisers 
than advertising sites. “When you 
fix a regulation that goes beyond 
telling an American citizen what 
kind of sign he can have, it goes 
beyond control and becomes a 
prohibition,” he argued. 


s He wanted to know why the de- 
partment was considering a 50 to 
70 sq. in. limit on signs when ex- 
perience convinced the outdoor 
industry to use 8%x19%’. “We 
think that size was developed be- 
cause it was practical for anyone 
seeking to advertise a brand 
name,” Secretary Weeks said. 
“But we are not going to have 
brand name advertising.” 

Sen. Albert Gore (D., Tenn.), 
who is chairman of the committee, 
said, “The public should under- 
stand that this is a new system of 
highways. In the main it is not to 
replace existing highways. It is a 
different kind of system. The use 
is regulated for every purpose. 
Though a man may live beside 
the road or have a business beside 
the highway, he cannot enter 
upon or leave the highway except 
under conditions regulated for his 
own safety and the safety of the 
traveling public.” 

Noting that these highways are 
expected to eventually carry 20% 
of the traffic, he said, “Unless 
there is regulation of signs, these 
highways will become virtually 
billboard alleys.” # 


Deitsch Associates Formed 

Gene Deitsch, formerly creative 
director of Terrytoons, a division 
of CBS Television Film Sales, New 
York, has formed a new company, 
Gene Deitsch Associates, to create 
and produce animated films for tv 
and theatrical distribution. Deitsch 
Associates is located at 43 W. 61st 
St., New York. 


cerned with eating, lodging, and 
automobile operation. Travelers} 
have lots of other requirements 
which are not so readily apparent, 
he protested. For example, if they | 
are entering cold country, they 
might want to know where they 
can get clothing, or skiing equip- 
ment or fishing tackle. 

His questioning was cut off by 
Sen. Kuchel, who complained, 
“We could argue travelers are in-| 
terested in everything. That’s why | 
it was wise to leave it to the Sec- 
retary of Commerce.” 

The use of information centers 
and mile-apart individual signs 
worried Sen. Robert S. Kerr (D., 
Okla.). He said motorists would 


generally stop only if they were}! 


looking for a bathroom for the 
kids, or for a place to sleep or buy 
gas. “Suppose there is a pony 
farm nearby and they don’t know 
it. They will never find out,” he 
complained. He said the mile- 


apart sign was unfair because big 


ee 
SURVIVAL is a paper box... 
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\ Pettieaia death. > oan Chemicatis— 
USEFUL—Diamond Alkali Co. pro- 
motes its chemicals with this color 
page in Time, Sept. 8, and News- 
week, Sept. 29. Fuller & Smith & 
Ross, Cleveland, is the agency. 


U.S. Rule Bars 
Advertisers from 
Patent Practice 


(Continued from Page 1) 
mark attorneys, and six years ago 
the Patent Office announced it 
wanted to apply the same rule to 
patent work. But former Commerce 
Secretary Charles Sawyer exer- 
cised a veto. 


= Most recently the issue came in- 
to the open when Patents Commis- 
sioner Robert C. Watson announced 
last August that he favored a “no 
advertising” rule. After conducting 
a public hearing on the rule last 
November, he told Commerce Sec- 
retary Weeks he still favored the 
rule. Subsequent silence led rep- 
resentatives of publishing groups 
to believe Secretary Weeks was 
following the example of his pred- 
ecessors, and there were exclama- 
tions of surprise when the rule 
change appeared in today’s issue 
of the “Federal Register.” 

At the public hearing in Novem- 
ber, Al Philip Kane, spokesman 
for six large organizations which 
use advertising to publicize their 
patent work, said a distinction 
should be drawn between the Pat- 
ent Office and other regulatory 
agencies because more than one- 
fourth of the agents admitted to 
practice in the patent field are not 
lawyers. Moreover, he argued, the 
Patent Office is interested in en- 
couraging invention and the filing 
of cases, while other agencies are 
on guard against practitioners who 
stimulate activity. 


= Opponents of the rule contend- 
ed advertising in use today actual- 
ly amounts to little more than a 
business card. The ANPA filed a 
statement objecting to any rule 
prohibiting truthful advertising, 
| and complained that the govern- 
| ment should not be used to enforce 
| the canons of the bar associations. 
| Bar groups complain, however, 
|that ads lead to “unprofessional” 
practices, including the filing of 
| applications for patents on inven- 
| tions of questionable value. On the 
| other hand, opponents declared 
|that the Patent Office has ample 
power to discipline patent agents 
who are untrustworthy or incom- 
petent. 

Spokesmen for magazines in- 
sisted that ads are helpful to the 
“garage or basement” inventor, 
who is unacquainted with patent 
procedure, or are useful in an area 
where there are few patent attor- 
neys or none at all. 


a The rule signed by Commission- 
er Watson and countersigned by 
Secretary Weeks says: “The use 
of advertising, circulars, letters, 


i 
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cards, and similar material to so- 
licit patent business, directly or in- 
directly, is forbidden as unprofes- 
sional conduct, and any person 
engaging in such solicitation or 
associated with or employed by 
others who so solicit, shall be re- 
fused recognition to practice before 
the Patent Office or may be sus- 
pended, excluded, or disbarred 
from further practice. 

“The use of simple professional 
letterheads, calling cards, or office 
signs, simple announcements ne- 
cessitated by opening an office, 
change of association, or change of 
address, distributed to clients and 
friends, and insertion of listings in 
common form (not display) in a 
classified telephone directory or 
city directory, and listings and pro- 
fessional cards with biographical 
data in standard professional direc- 
tories shall not be considered a vi- 
olation of this rule.” # 


Sudler & Hennessey 
Reorganizes, Aims to 


Enter Consumer Field 


New York, Aug. 15—Sudler & 
Hennessey, a five-year-old agency, 
which billed $2,500,000 in ethical 
drug advertising in 1957 and ex- 
pects to double that figure this 
year, is tooling up for its initial 
entry into consumer advertising 
via a major staff realignment and 
expansion move. 

One account already in the agen- 
cy’s consumer basket is Carr’s De- 
partment Store, West Orange, N.J., 
which has an estimated annual ad 
budget of about $250,000. Another 
new account is the Design Center, 
opening in New York about Sept. 
15. 


® Joining the agency’s newly crea- 
ated consumer advertising and 
marketing division as director of 
marketing is Gerald Schaflander, 
former marketing director of Ger- 
ald, John & Associates. Creative 
director is Frederick Papert, for- 
merly with Foote, Cone & Belding, 
Young & Rubicam and Kenyon & 
Eckhardt. Copy chief is David J. 
Herzbrun, who switched to S&H 
from Time Inc. last year (AA, 
Nov. 25, ’57). 

Added to the agency’s beefed-up 
pharmaceuticals division is Ted 
Preston, formerly exec vp of Blair 
Laboratories, as director of drug 
marketing and market research; 
Elsie Fuerstenberg, formerly with 
Burdick & Becker, media director 
(AA, Aug. 11); Lewis A. Dexter, 
formerly public opinion analyst of 
the Democratic National Commit- 
tee, market consultant; and Robert 
Fiore, formerly with L. W. Frolich 
& Co., and Rene Bittel, formerly 
with Swiss Air, art directors. Add- 
ed to the copy staff are Tome 
Lazor, formerly with Wm. Doug- 
las McAdams; Tobias Jacobson, 
formerly with Harry C. Phibbs 
Co., and Ben Rubin, formerly with 
L. W. Frolich & Co. # 


CBS Gains in 6-Month Profits 
Columbia Broadcasting System, 

New York, has reported consolida- 

tion profits of $12,521,556 for the 


first six months of 1958. The com-_ 


parable figure for the preceding 
year was $10,199,193. Earnings per 
share for the first six months of 
this year amounted to $1.59 as 
against $1.33 for the preceding 
year. Net revenues and sales for 
the 1958 six-month period totaled 
$201,433,378; for the corresponding 
period last year, $186,798,814. 


Rogers Joins Ver Standig 

Frank Rogers, formerly public 
relations director of Carpenter- 
Proctor, Newark, N.J., has joined 
M. Belmont Ver Standig Inc., 
Washington, as pr director. He suc- 
ceeds Mary Kersey Harvey, who 
has moved to New York and will 
operate a pr and advertising busi- 
ness there. 
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Urges FDA Rule 
Over Toothpaste, 
Tranquilizer Ads 


(Continued from Page 1) 
words like “atrophy” and “deca- 
dent,” which the committee fell 
back on last week to describe the 
commission’s record in dealing 
with weight reducers; nor did they 
repeat the general observation in 
last week’s report to the effect that 
FTC’s record in the advertising 
field in general has been one of 
ae delay and procrastina- 

on.” 


® Noting that the American Dental 
Assn. has volunteered to help clar- 
ify controversial claims in the 
dentifrice field, and that at least 
one major toothpaste manufactur- 
er said it “enthusiastically en- 
dorses any efforts by government 
agencies to insure the safety of the 
American consumer,” the commit- 
tee said the climate seems to be 
favorable for FTC to “strike now” 
by instituting trade practice con- 
ference procedures to effect a code 
of fair advertising for dentifrice 
marketers. 

While it conceded that FTC may 
have difficulties rebutting every 
questionable claim used by a denti- 
frice manufacturer, it noted that 
the commission’s advertising code 
for the cigaret industry requires 
tobacco manufacturers to submit 
“competent scientific proof” to 
justify advertising claims. The re- 
port argues that “there would 
seem to be no valid reason why 
this same technique should not be 
made applicable to dentifrices, 
tranquilizer drugs or to any other 
product in which scientific proof 
constitutes the basis for adver- 
tised claims.” It expressed confi- 
dence this could result in a much 
needed transfusion of vigor into 
FTC enforcement programs. 


s While these are reports of the 
full committee on government op- 
erations, actual investigations have 
been handled by the subcommittee 
on legal and monetary affairs, un- 
der the chairmanship of Rep. John 
Blatnik (D., Minn.). 

The dentifrice report repeated 
one general observation which had 
been spelled out in the weight re- 
ducer report last week. Noting that 
FTC explains its failures by citing 
inadequate testing facilities and 
budgetary and manpower restric- 
tions, the report scolded: “Until 
federal agencies apprise Congress 
of their operating problems and the 
increasing magnitude of their re- 
sponsibilities, additional funds can- 
not be intelligently provided.” 

Since the committee on govern- 
ment operations does not handle 
legislation involving FTC’s power 
or money, this weekend’s reports 
contain legislative ideas which the 
committee wants other congres- 
sional committees to keep in mind. 


s With respect to dentifrices, it 
passed along two ideas, both con- 
tributed by the American Dental 
Assn. These were (1) that with re- 
spect to dentifrices and other prod- 
ucts including therapeutic claims, 
the burden of proof be shifted to 
the advertiser to prove the validity 
of his advertised claim and (2) 
that jurisdiction over dentifrice 
advertising be shifted to the Food 
& Drug Administration. 

Similarly, the tranquilizer re- 
port said virtually all witnesses 
suggested transferring jurisdiction 
over the advertising of tranquiliz- 
ing drugs (and other drugs) from 
FTC to FDA. 

In its dentifrice report the com- 
mittee said hearings by the Blat- 
nik subcommittee on July 17-18 
showed at least $25,000,000 was 
spent in 1957 to advertise 12 brands 
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sale by the pound in this circular. 


of toothpaste. 


said. 


advertising, 


of psychopharmaceuticals. 


in a mental hospital. 


ing is still a serious problem. 


biles.” 


wary,” the report said. 


of their professional training, con- 
stitute one of the more literate and 
sophisticated segments of the pop- 


literate as to be advertising resist- 
ant—or whether all have the time 
or experience required for analysis 
of advertising of ethical drugs con- 
tained in their professional jour- 
nals or in direct mail advertising 
matter.” + 


News’ to Carry ‘This Week’ 
This Week Magazine will be dis- 
tributed by the Buffalo Evening 


Oct. 26. This brings to 39 the num- 


tion of 12,514,795. 


WEIGHTY AD—Goodyear Service 
Store, Memphis, offers tires for 


“However, rather than encour- 
aging better dental hygiene, the 
American Dental Assn., the leading 
professional organization for den- 
tists, contends that much of the 
current advertising discourages 
proper dental hygiene,” the report 


“The association contends that 
there has been a widespread con- 
viction within the dental profes- 
sion that many advertising claims 
for dentifrices are misleading and 
detrimental to the dental health 
and general health of the public.” 


® In its discussion of tranquilizer 
the committee de- 
scribed the development of tran- 
quilizers as akin to a thermonu- 
clear explosion, asserting that it 
brought in a new era in the field 
As a 
measure of the importance to the 
public, it estimated that one per- 
son out of 10 is likely to spend 
some portion of his life as a patient 


It expressed dismay at finding 
misleading advertising by “ethical” 
drug companies. While abuses in 
tranquilizer advertising were most 
blatant in 1955 and 1956, the report 
said, the Blatnik subcommittee re- 
ceived testimony early this year 
which showed that tranquilizer ad- 
vertising in current professional 
journals and direct mail advertis- 


The report said, “In the field of 
ethical drugs especially, the public 
has a right to expect and demand a 
degree of responsibility as well as 
standards and practices different 
from those used in the promotion 
of soap, television and automo- 


= The report said FTC cannot 
neglect its responsibility in the 
ethical drug field, because doctors 
can be fooled just like anyone else. 

“The principal responsibility of 
the commission in the field of false 
and misleading advertising is to 
protect the unwary, rather than the 


“Admittedly, doctors, by reason 


ulace—but testimony adduced be- 
fore the subcommittee would throw 
some doubt on whether physicians 
generally are so sophisticated or 


‘Omaha World-Herald,’ ‘Buffalo 


News starting Oct. 4 and by the 
Omaha World-Herald beginning 


ber of newspapers distributing the 
publication, with a total circula- 


Last Minute News Flashes 
Factor Shifts Hi-Society Lipstick to K&E 


Los ANGELEs, Aug. 15—Max Factor & Co. has appointed Kenyon & 
Eckhardt to handle a new lipstick called Hi-Society, described as a 
“completely new concept in lipsticks.” It was previously handled by 
Anderson-McConnell. K&E also handles Factor’s other lipstick, Hi-Fi. 
The new product is the first new piece of business Factor has assigned 
to K&E since the agency acquired the bulk of the account in June. At 
that time the company indicated that “additional products would be 
assigned later” to K&E. 


Marschalk Names Davis; to Enter Ethical Field 


New York, Aug. 15—The Marschalk & Pratt division of McCann- 
Erickson is gearing up for a full-scale entry into the ethical drug field. 
Maxon Davis, formerly member of the plans board of William Douglas 
McAdams Inc., has joined the agency to head a new medical marketing 
department. Stuart D. Watson, exec vp of Marschalk & Pratt, said the 
new department will offer ethical drug marketers a greater scope of 
services than they have been getting. He said the new department also 
will be at the service of consumer goods clients interested in reaching 
the medical field. 


Allied Florists Names Clinton E. Frank 


Cuicaco, Aug. 15—Allied Florists Assn. of Illinois has named Clinton 
E. Frank Inc. to handle its advertising, effective Oct. 1. The association 
reportedly listened to presentations from Grant Advertising, Bozell & 
Jacobs, Klau-Van Pietersom-Dunlap, Biddle Co. and two other agen- 
cies, as well as Erwin Wasey, Ruthrauff & Ryan—which currently 
handles the account—before selecting Frank. 


Fulton, Morrissey Gets Ditto Inc. Account 

Cuicaco, Aug. 15—Ditto Inc., manufacturer of duplicating machines 
and supplies, has named Fulton, Morrissey Co., Chicago, as its agency, 
replacing Henri, Hurst & McDonald. 


Congress Okays Subscription Spreading in Tax Bill 

WASHINGTON, Aug. 15—Both houses of Congress have approved a new 
tax law giving all publishers the right to treat prepaid subscription 
income as earned income for the years in which the subscriptions are 
fulfilled. Presidential approval is sure unless the complex tax law 
change bill becomes ensnarled in controversies over other sections. 
The subscription section overcomes an impasse created by a Treasury 
decision which limited deferred payment of taxes on subscription in- 
come to publishers who used that accounting method prior to 1940. 
While this included most publishers, it was regarded as unfair by those 
who used cash accounting before 1940 and by those who entered busi- 
ness after that year. 


]. B. Williams Sets Christmas Deodrin Drive 


New York, Aug. 15—The J. B. Williams division of Pharmaceuticals 
Inc. will introduce Deodrin, a roll-on, antibiotic deodorant, in its 1958 
Christmas gift shaving sets. It will be included in a gift pack consisting 
of either shaving cream or Lectric Shave and Aqua Velva. Deodrin ad- 
vertising will be incorporated into the gift set promotion. Parkson Ad- 
vertising is the agency. 


Whitney Named Ad Director of Warner-Chilcott 


Morris PLains, N. J., Aug. 15—-Edward W. Whitney, formerly direc- 
tor of the Pfizer Laboratories division of Chas. Pfizer & Co. for ten 
years, has joined the Warner-Chilcott Laboratories division of Warner- 
Lambert Pharmaceutical Co. as director of advertising and promotion. 
He succeeds Paul B. Robinson, who has not announced his future plans. 


Columbia Records Sets Push; Other Late News 


e Columbia Records, New York, will launch a $500,000 advertising 
campaign for 46 new fall albums with free record coupons in six 
magazines. Page ads, each carrying 10 coupons valued at $1 apiece, 
to be applied against dealer list price, will be launched starting Sept. 7 
with a New York Times Columbia Records special supplement. Adver- 
tising in Esquire, High Fidelity, Life, Look, Playboy and Sunset will 
follow through October. The print campaign will be backed by a tv- 
radio spot drive in six major markets. McCann-Erickson is the agency. 


e Smith Corona Inc., New York, will break two separate fall ad 
campaigns for standard and electric portable typewriters. Ads using a 
“Promise to parents” theme will be kicked off in spreads for standard 
portables in the Aug. 23 Saturday Evening Post, followed by page ads 
in the Sept. 22 Look and Oct. 6 Life. Ads pushing electric portables are 
set for the September and November Ladies’ Home Journal, the Octo- 
ber Vogue and the October and December issues of McCall’s. Cunning- 
ham & Walsh is the agency. 


e Cherry-Burrell Corp., Cedar Rapids, Ia., has shifted its account from 
the Buchen Co., Chicago, to W. D. Lyon Co., Cedar Rapids. The com- 
pany manufactures equipment for industrial and food processing. 


e James F. O’Grady, midwestern sales manager (Chicago) for the 
Adam Young companies, has been appointed vp in charge of sales of 
Young Television Corp., New York. Richard J. Kelliher, previously 
manager of Young’s San Francisco office, has been named midwestern 
sales manager; he will be succeeded in his previous post by Frank 
Waters, formerly of the Young New York sales staff. Adam Young 
opened offices this week in the Book Bldg., Detroit, under the man- 
agement of R. John Stella, formerly of the sales staff of Adam Young 
Inc., Chicago. 


e Norman S. Livingston, former director of network programs at 
NBC Radio, New York, has been appointed to the newly created 
position of director of radio program sales for the network. 


e WSPD-TYV, Toledo, will affiliate with ABC Television Oct. 26. 
The station previously has been affiliated with CBS Television. 


e Ray Markman, formerly brand man on Kings Men and Spray Net 
at Helene Curtis Industries Inc., Chicago, has joined Leo Burnett Co., 
Chicago, as an account executive on the Philip Morris account. Curtis 
has not yet named a successor. 


e Petroleum Equipment, bi-monthly publication, has been purchased 
by Technical Publishing Co., Barrington, Ill., publisher of Plant Engi- | 
neering and Power Engineering. No staff changes will be made, at least 
this year. 


a 


Pepsi Boitlers 
in L. A. to Use 
Skywritten Bingo 


Donahue & Coe, New 
Agency for Bottler, 
Sets 13-Week Promotion 


Los ANGELES, Aug. 14—Pepsi- 
Cola Bottling Co. of Los Angeles 
will launch Aug. 23 a new sky- 
writing spectacular called Sky 
Game. Each Saturday afternoon for 
13 weeks two planes will lay out 
six identical Sky Game patterns 
over Los Angeles, Riverside and 
San Bernardino County, where the 
bottler has plants and distributors. 
The patterns will contain nine 
squares and nine numbers. 

The game is played by consum- 
ers, who can pick up cards from 
retailers. Each participant gets a 
two-part card; half of it is mailed 
to the bottler, with nine selected 
numbers, and half is retained as 
a record of the entry. 

Anyone who has picked the three 
numbers in the diagonals of the 
pattern in the sky will get a $5 
cash prize—possibly larger. If 
anyone has entered a card with all 
nine of the numbers in the _ pat- 
tern he wins a cash prize of $25,- 
000. There is no limit to the num- 
ber of winners of any prize, in- 
cluding the $25,000 one. 


s The promotion will be backed 
with a $200,000 ad budget. It will 


| be announced via three-color page 


ads, each run twice in the four 
Los Angeles metropolitans and 
eight other dailies in the area. Ads 
verifying the previous Saturday’s 
winners will run every Tuesday for 
13 weeks. A total of 147 radio 
spots and 18 tv spots will boost 
the contest each week. 

Pepsi’s outdoor boards, a 75% 
showing in cities, also will feature 
the promotion. 

Sky Game was conceived and is 
being staged by Donahue & Coe, 
the new agency for the bottler. 

In using skywriting, Pepsi is re- 
verting to the ad medium which it 
used originally and successfully 
years ago as a fledgling marketer. 
At that time the name Pepsi-Cola 
was a familiar sight plastered 
against the skies over its marketing 
areas. + 


Dawson Named Ad Director 
of Hart Schaftner & Marx 
Robert C. Dawson has been ap- 
pointed advertising director of 
Hart Schaffner & 
Marx, Chicago 
clothing market- 
er. The post has 
been vacant since 
last September. 
Mr. Dawson for- 
merly was adver- 
tising manager of 
Stix, Baer & Ful- 
ler, St. Louis de- 
partment store. 
Before he Robert C. Dawson 
joined Stix, Baer 
& Fuller in 1945, he was associated 
with Gardner Advertising Co. 


JWT Boosts Wilgus 

William Wilgus, vp in the Hol- 
lywood office of J. Walter Thomp- 
son Co., has been named manager 
of that office. The appointment 
was made to relieve Cornwell 
Jackson, vp and formerly manag- 
er, of administrative detail, allow- 
ing him more time for creative 
work. 


Reach, McClinton Gets ‘Parade’ 

Parade Publications Inc., New 
York, has named Reach, McClin- 
ton & Co., New York, to handle 
its advertising. The account was 
previously with Calkins & Hol- 
den. 
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The 
DETROIT 


FREE 
PRESS 
1s 
Michigan's 
FIRST 
Newspaper! 


~Finst With 
$0 MANY READERS 
FoR 


evening papers 
combined 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 

Story, Brooks & Finley 
RETAM REPRESENTATIVE: 
George Molloy, New York 


\\Creator of New 


Airmail Stamp Is 
Buckley of B&B 


(Continued from Page 3) 
Art Directors Club of New York. | 
The committee was formed last | 
year by the Postmaster General for ' 
advice on stamp themes, design, | 
| production and issuance. It meets 
|}once a month in New York or 
Washington, and in a recent case 
in Canada to discuss a joint stamp 
for the St. Lawrence Seaway. 


# On the committee are three 
prominent designers (Mr. Buckley, 
Kudner art director Arnold Cope- 
land, representing the Westport 
Artists Group, and freelance artist 
Ervine Metzl for the Society of 
Illustrators), three philatelists and 
a U.S. Information Agency repre- 
sentative. Liaison is with the 
special assistant to the Postmaster 
General. 

What’s the pay for something 
like this? Mr. Buckley said: “I’d 
rather not say; just a nominal fee.” 

He read up on stamps, steel en- 
gravings and high speed rotary 
presses for a year before designing 
the new air mail stamp. He made 
15 sketches before deciding on the 
finished design. His stamp has the 
clean European design, but he said 
he has not been influenced too 
much by the European approach. 

“T still want it to look American, 
rather than Germanic,” Mr. Buck- 
ley said. “A stamp should be 
considered as a poster. I try to 
simplify the design, make it con- 
temporary in design thinking.” 

The plane silhouette, white on a 
blue sky, makes the stamp im- 
mediately recognizable as air mail. 
The large 7¢ sign leaves no ques- 
tion as to the cost of the stamp. 
This one doesn’t say “Postage!” as 
stamps normally do so they can’t 
be used as tariff. 


® His stamp airplane is a com- 
posite of the Boeing 707 and 
Douglas DC-8 jet airliners. Neither 
prototype is in the air yet, though 
by September they may be on 
regular domestic flight schedules. 
The old 6¢ air mail stamp had a 
Douglas DC-4 since 1949, and was 
red in color—like the financial 
status of the Post Office. 

The Citizens’ Advisory Stamp 
Committee cannot get completely 
away from organizations and in- 
dividuals sponsoring suggestions 
for regular and commemorative 
stamps. The suggestions have sim- 
ply been switched from the Post 
Office to the committee. 

“There’s always some lobbying,” 
Mr. Buckley said. “We consider 
their needs and desires, weigh 
their merits and design.” 

A globe on an air mail stamp 
might smack too much of Pan- 
American Airways, he indicated. 
Gaines Dog Food, a Benton & 
Bowles client, would like to see a 
dog on the Rear Admiral Peary 
commemorative. A chow reported- 
ly made the North Pole crossing 
with Admiral Peary. # 


‘Dun’s Review's’ Rates Up 

Dun’s Review & Modern Indus- 
try has issued a new rate card (No. 
17, effective with the January, 
1959, issue) based on a new paid 
circulation figure of 115,000. The 
paid circulation base has been 105,- 
000 since 1955 when the last page 
unit rate change was made. Rate 
for a b&w page, one time, will be 
increased from the present $1,375 
to $1,510. 


Stott Joins K&E in L. A. 

Herbert Stott, formerly with 
Lennen & Newell, has joined 
Kenyon & Eckhardt as media 


manager of the Los Angeles office. 


Motley Named Chairman 
of 1959 Ad Week 

Arthur H. Motley, publisher of 
Parade Publications, New York, 
has been named national chair- 
man of Advertising Week for 


1959. The 1959 observance of Ad- | 


vertising Week, co-sponsored by 
the Advertising Federation of 
America and the Advertising Assn. 


iiof the West, is scheduled for Feb. 
8-14. 


Purpose of the annual celebra- 
tion is to salute advertising and to 
portray its vital role in America’s 


economy, according to Mr. Motley. | 


The 1958 Ad Week, held in Febru- 
ary, delivered more than $2,000,- 
000 worth of free time and space, 
he said. 


al | DeCoursin Heads New Unit 


YOUTH MARKET—Catalina Inc. has set 
a tie-in promotion with Mercedes- 
Benz to introduce its new line of 
sports car sweaters. Color covers 
are scheduled for Hot Rod, Motor 
Life and Motor Trend in Septem- 
ber. Foote, Cone & Belding, Los 
Angeles, is the agency. 


Department Stores 
Failed to Hold Own 
in ‘57, Study Shows 


(Continued from Page 3) 

For the same period, Federal Re- 
serve Board figures showed a 1% 
increase in department store sales. 
Both these figures trailed the in- 
crease of 4.2% for total retail sales 
in 1957 (unrevised basis), accord- 
ing to the Harvard survey. 

In number of sales transactions, 
the reporting stores reported an 
over-all decline of 0.8%; the aver- 


age value per transaction increased | 


from $5.05 to $5.20. 


The trend in advertising expen- | 


ditures calculated as a percentage 
of sales was downward in 1957, 
following a number of years in 
which it had been relatively high. 


The net profit figures for reporting | 
stores were down in ’57, but these | 


figures showed considerable fluc- 
tuation throughout the period. The 
figures follow: 


Year Advertising Net 

as % of Sales profit 
PE iadiasovondh vonenininine 2.65 3.85 
BI tiie icivssinkechoaopote 2.85 2.30 
PE poke iikescecthnsecensie 2.80 2.40 
FO astiatienepoesicnsscveens 2.80 2.60 
WONG sstincintivisicersvcciene 2.85 2.65 
ig. See 2.85 2.85 
DOE ieitecalosctidisocnoseee 2.75 3.10 
PET wikateeniissorensenese 2.65 2.80 


s “It is necessary to go back 15 
years, to 1942, to find any lower 
rate of merchandise turnover than 
the typical figure of 3.8 turns for 
1957, as against 4.1 for 1956 and 
4.3 for 1955,” Mr. McNair points 
out in the report. 

“Not since 1951,” he says, “has 
the total expense rate advanced so 
much as it did in 1957, from 33.75% 
to 34.3%.” Proportionately, how- 
ever, expenses, considering the in- 
crease of only 1.3% in sales, did not 
advance as sharply as might have 
been expected, the report points 
out. That they did not do so indi- 
cates a better control of expenses. 

Advertising and professional 
services were the only two expense 
categories to show a decline. All 
other expense divisions remained 
the same or increased in 1957. 

The 100-page Harvard report al- 
so includes a survey of specialty 
apparel stores, which reported a 
very slight sales increase and a 
3.45% share of net sales spent on 
advertising—down from the 3.7% 
spent in 1956. The volume includes 
a number of charts. 

“Operating Results” is available 
from the division of research, grad- 
uate school of business administra- 
tion, Harvard University, Soldiers 
Field, Boston 63. The price is $6. + 


G. F. DeCoursin, formerly vp- 
sales of the Four Wheel Drive Auto 
Co., Clintonville, Wis., has been 
named vp-marketing of the com- 
pany. The new marketing division 
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CONFIDENCE 


BRAND 
NAMES 


SATISFACTION 


BRANDED—This symbol and one with 

“Member of . . .” added are being 

promoted by Brand Names Foun- 
dation for use with advertising. 


will have broader responsibilities 
than the previous sales division 
which it replaces. Mr. DeCoursin 
will be in charge of product origi- 
nation and product development as 
well as sales. 


it’s a “pienie” when— 
‘you’ve found the right spot! 


—shouldn’t take a lot of “*hunting”’ either. 
There are places where cares and worries, 
and vexing problems fade away and are 
forgotten ¢ Many an ad production man 
for instance, has freed himself from the 
disappointments and frustrations quite 
often suffered in obtaining photoengrav- 
ings consistently up to his high standards 
of quality and true reproduction. He reg- 
ularly calls ROGERS —CAlumet 5-4137, 
where master craftsmanship and consci- 
entious adherence to the obligations of 
service have built a nation-wide reputa- 
tion for dependable performance. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


master-craftsmen of photo-engraving 


a Nee . | : 7: - ih a o y 
. = ES 
z . / - > & a nog | 
“ ~_ a ‘ Ps 
re _ = ; < 
: = be sh 
pHa ’ 
lg a 
ids =2 ie 
= <6 
: ain — my , 
=F a pe | 
ek ae q \ 
ree ec: | : 
igo 2 ‘ a : ~ 
hee . » 
at ; a | 
< eta 7h . > r a | | 
a oe ao aa | | 
ee FOR EVERY STATE OF ACTION 
ae ga 7 the valifornia (ack of 
eS, "1 f ee 
eee or q P ae ‘ t 
es ak ! © T ——_—Cs—snrmk er te atin ary ak 
- sige ay 8d ee ees + — : | 
Behe nc . See ee z —_ 
Oy a Venre rae a See 
ee ‘ es a re een 
a agg) ee meee dpe tenes: 2 0p erate or —— Pee Te ren Bn aa athe ye 
fn: # a oe nee ate 
eee" 
te nf 
yeh Go re 
# ke a 
| ore : | 
Mak $0 MARY REASONS 
ae 9 ¥, / tag: a ree PUR ag | pho 5 a Nie ga mee aes eh aed -) Meubaatia ee ek ce ae 
es “ a 3 *y ays aed rp Se eT eget ae “an gas 
— —— eta! Fe Brees 
as EE en ri ha ee ee 
oe FIR P (Seman ta — me 
na . sae ‘oF ie, ae me is 
ras tiaily m Michigan rr \ ig A. eo Se eee ee ere ol ee ee. 
2° ek) A 4 oe wee = ig eee Vee oe he eS 
: s aa Ee Ei iam OE Tie Ser: 
rcs | SU aoe oy SS eae SS Se eee acta oe ane > 73 acme Wie “ses " 
eee ‘ A - Ss ie Ax ag SS Se GeO EBS aCe: So Sys RS et te eg 5 pan singer 
ees Proudly serving ally Bees? ee se ids os Fes aoe ele 
ieee es o es dat Ragt)  ee” tee ate ce OLS ele Gee 5 ee oe es pa eae ges 
7 the people ae a DE! + AMI? aii. ah be Derelinaia aig OMe alee = 
: oo ee .) me Fede ge page I 
a ar ce - )gt a: in... ale ee ci ». ees e oS els 
gi ta b mil UL) Foi eee Be ge eae Rar Tae aa Siitiiad RM. ee 
Bae - ¥ ry ” ce fie as pre tay ee eee ee ea ee 
1 aS | 0] Eee On ah eager ee ee — Be a a 
Bees is ie hei P? . ay , %& 7S ee rrr fa Baithed Sioa. 
Sc Sek ee eee os Sn . 
= ‘ * ' '? \ gt se a ay ; 
‘ef S P a 7 ah 
Per eae " ai 7 ‘i F ; 
aang iv hae » IRS BS ens” | a p. te joe . 3 
pe era Sh 34 3s ’ sy i ; Z ic? as ‘ san 
te 7) oe n ’ | aie ; - oe oe 
ie, ; women's | — a ao 
cs > Sigctheee ie cal . ee ae Pomel 
ee Me ee ~ stores | Pee AF Pace a e- a i ¥ ha ‘n Re a pe noha y ne 
eee . Batwrd am eh oi at aie ae ae ai 
te sear ics ' A nem ‘ on ea ; il 1 ‘ ae Bc: sce 
oo ae s _! om i~ : f SS Seen 
o0 oxy lees ; ss * Se: Seta fae ae 
24 a = More than both i A ee a . ae ee ff 
Sc eee ih eS ‘ — 4 Te eo ae 2 
ao ANNES po  _ Ba oe Se le 
eee eh ee “Si ee Ae 
lies a D E.. oe pg RM oS 
Seat aa Rite ~#) ° ” a Sata eeicon 
Beth cua e aa —/) he SE) sae an 
oe f) oe eee ~ ee ae 
ie . I Fy $e Beg ntee ee 
Fes EN . ae ie ae 4 “. 2A. : , i 
ae = | ’ | ee Shae n a a herd nee 2 cs, 
fone : hah REE ES OD Sa eto tS? sare Rec ter c 
Peg an in . y ns x  . sor Pee eM, scl ae ‘ we gs f 
aan reader interest . Te et  okbn en s wiigt + ea apie 
: : ; Satie ore “ee : c's fee § Tid #5 , 
eed é1 jot a fogs ok pe set “Oem 2 
See J «CP eee Sg) ER eR ee ene Dd. 3 OE 1 ORY Soe gee re trae 
Ee Free Press pages IY POS OC aie ae ing * AER RT he ae 
: | | sw, ; *. ‘e ey, ‘Te? f > ms a " Siegen 
by men | 
and women V4 | 
vA | 
| 
a RE A BRE | 
rite ae i 
aes 
st » FIRST 
" 
ot Sap one up in the 
eee ~ ~ 
hae 4 | 
Fr: : en Pr Sy —_ . the | | 
li a ‘ “ Unli | 3 
mee c> markets, just one 
Bid sh oa ae . | 
- a ~ morning paper 
peeene Fi 
BR Bic: 
ae Fur Te 
J FIRST Kan | 
eet 4a 
ee ae . 4 
“ie home- | | 
ties San ay 4 } 
= increase P= 
. a ~— 
~ ry / =S} 
Is . S is ~3 | 
Ee Highest home- NG (VA | 
ath * . * Se» } 
re delivered circulation i er 
ing ic bs e e | 
be in history! © 
‘a 
a | | 
| | 
ak | | 
oP 
" = | | 
res ee 
ieee sore: 
a aa 
chee 2 | | | 
ae ae 
un 
a 
| : Bis : 
2s : 1 ae 2 ai aia a a er as ee ec ey _ ie i a Le Le ee aE ee = = ay eed a 
- Joo) an aleaheded (rnd Bes 2 
cot: Ss geiaateee: een oe : ‘es 
oe. , yey ee es nt Sp ngs Pati n: bs 
ae foe Cage ae Say, EMIS DROS nary | ue ern YE Le 2 ER Ye ink Sneae aae deel, MAUL 259 Pp ieee 


1 Yeor (12 issues) $3 


2800-34 NORT 


H TALMAN AVENUE cHicaGo 18. ILLINOIS TELEPHONE: INdependence 3.4600 
CABLE ADDRESS—DADSCO 
Advertising Requirements Magazine May 5, 1958 
plications, Inc. 


Advertising Pu 
200 E. Illinois Street 


Chicago ll, Illinois 


Gentlemen: 
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Advertising means many things to many people. I am 
many people. I am a yearbook editor, thinking in terms 
of budgets to meet, quotas to make, advertisers to appeal 
to, and a student body to satisfy. I am a girl, interested in 
vital world-shaking problems like the latest St. Laurent 
creation, the number-one song in the nation, and Pat 
Boone’s new movie. I am a student concerned with the 
college I will attend and a career for my future. 


I am a member of my family, involved in the many “big” 
household decisions of whether to buy Early American or 
French Provincial, a swept-wing Dodge or a Chevrolet 
with a wrap-around windshield, toothpaste with Gardol 
or WD-9, or whether to use Aspirin or Bufferin which 
enters the blood stream twice as fast. : 


I am a citizen who will vote in four years and is interested 
in whether or not the Metro charter should be amended, 
if Dew-Jones is up or down eight-tenths of a point, and 
the information beep-beeped from the Explorer. I am 
many people and advertising means many things to me. 


As a yearbook editor, advertising appears in the form of 
quarter-, half-, and full-page spreads, plates, mats, and 
yellow contracts. To me advertising means the difference 
between a skimpy book and an annual with more pages, 
pictures, and extra sections. It is my life line, a basis 
on which to plan a budget, a stabilizer, and an absolute 
necessity. Students fail to realize how advertising 
reduces the price of our “Beacon.” With advertising we 
can meet printer's and engraver’s bills for 1,200 copies 
and still sell for five dollars instead of twenty-five. This 
facet of the “five me’s” thanks advertising for making 
a hard job much easier. 


My girl-girl personality finds it utterly impossible to buy 


bi 


Miami Edison Senior High School, Miami, Florida 


a party dress, pick out a new record, or decide what movie 
to see without contacting some sort of advertising. Even 
the telephone directory, so dear to the heart of every red- 
blooded American teen-ager, has its yellow pages of ad- 
vertising. 


Advertising makes me thrifty by informing me that there 
is a bargain to be had at the supermarket or a white sale 
downtown. To this “me,” advertising is a means of com- 
munication. With advertising I can tell the world of the 
spectacular dance my club is planning and invite everyone 
to patronize the church bake sale. 


Advertising arouses my feminine curiosity to try the latest 
and see the newest. It makes me a more interested and 
interesting individual and keeps me up to date. Advertising 
affects my personality. 


My student self is busily applying to colleges and puzzling 
over a future profession. To me and to hundreds of other 
high school seniors advertising means a career, exciting 
contacts with interesting people, a challenge. Working 
with ideas, art, line, color, copy, and psychology to get 
across a point, advertisers aim toward a definite goal. They 
perform a service to community and country. They wield 
influence over the lives of millions. In such a field of oppor- 
tunity and advancement may lie my future. Advertising to 
me means a career. 


I am a member of a typical family. I have a mother with 
graying hair, a father with thinning hair, and a nine-year- 
old sister whose hair I pull whenever I get the chance. We 
live in a new house because a colorful advertisement in 
the Sunday news attracted our interest. Our appliances 
and furniture were once just pictures and measurements 


in a folder, and our shrubbery isn’t yet. Daddy’s job de- 
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“What Advertising Means to Me’ 


BY CYNTHIA SMITH, 17 YEARS OLD 


pends on whether advertising makes people want to fly 
to New York and back for only $88 plus tax. Advertising 
influences the products we buy, the clothes we wear, 
and the vacations we take. It helps us make decisions and 
improves our standard of living. Advertising helps to 
make my house a home. 


Underneath all my other personalities and above all I am 
an American, a citizen. As such, advertising encourages 
my independent reasoning. It presents facts and ideas that 
stimulate an inquiring mind and prompts me to search for 
multiple views to a situation. Advertising develops my in- 
dependent thinking and makes me learn to draw con- 
clusions by logical, deductive reasoning. It makes me an 
appraising viewer and listener who analyzes and ponders 
material before swallowing it whole without question. It 
is these qualities that will make me a better citizen. 


Advertising does so much for so many that it makes me 
feel humble and dependent. It makes me appreciate what 
an important part others have in my life and reminds me 
that I am not self-made and cannot ever be self-sufficient. 
I grow and mature because of an exchange of ideas called 
advertising. 
a * * 

This essay by Cynthia Smith won first prize in the 1957-58 
National Essay Contest sponsored by the Advertising Fed- 
eration of America. It says so much, and says it so well, 


that we feel privileged to reprint it here. 


BENTON & BOWLES, INC. 
666 Fifth Avenue, New York 


Advertising and Marketing counsel to leaders in American business 


The 23 clients of Benton & Bowles, in order of our length of service to them: General Foods Corp. + Procter & Gamble Co. + Pepperell Manufacturing Company + Association of American Railroads + American Express Co. 
Aveo Manufacturing Corp. * Norwich Pharmacal Co. + Carling Brewing Co., Inc. + Philip Morris, Inc. * Mutual Of New York + Continental Oil Co. + H.C, Moores Co. + Railway Express Agency, Inc. + International Business Machines Corp. 
S. C. Johnson & Son, Inc, + Florida Citrus Commission + General Aniline & Film Corp. + Western Union Telegraph Co., Inc. + Borden Company + Kentile, Inc. + Schick Incorporated + Allied Chemical Corp. + The Eversharp Pen Co, 
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